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THE STAR leads all other Indianapolis 
dailies in department store advertising. 

In October, 1904, the five large depart- 
ment stores ran 87,602 agate lines of display 


The 
Indianapolis Star 


During the same period THe News carried 
64,535; THE SENTINEL, 25,925, and THE 
SuN, 10,865 lines. Since June 8, 1904, THE 
INDIANAPOLIS STAR has not accepted a single 
local or foreign contract at a lower rate 
than nine cents per agate line. This is 20 
per cent to 300 per cent more than other 
Indianapolis papers receive for a like service. 

The combined paid circulation of the 
Star League is guaranteed to exceed 
140,000 copies daily. 





The Star League 
Star Building Indianapolis, Ind. 


Cc. J. BILLSON, [anager Foreign Advertising 
Boyce Building, Chicago Tribune Building, New York 
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888 ADVERTISERS PAID 


$1,059,354.51 


FOR 360,407 LINES 


OF SPACE DURING 1904 IN 


‘THEBUTTERICK I RIO 


Won’t you join them in 1905? 





Unless you have seen The Butterick Trio re- 
cently, the above statement will surprise you. 
The publications are improving so rapidly we 
hardly know them ourselves. If you will send 
for sample copies and look them over, you will 
learn why advertisers spent over a million dollars 
with us in one year. 


The Delineator has earned its title of “The 
Most Necessary of All Magazines for Women,” 
and The Designer and the New Idea Woman’s 
Magazine are second only to it. 


We are now accepting copy for the March 
numbers, with a circulation of not less than 
1,450,000. Forms close January tenth. Maga- 
zines issued February twelfth. 


For rate cards, sample copies 
and other information, address 


THOMAS BALMER, ‘x:mee-; Butterick Building, New York 


’ W. H. BLACK, Western Advertising Manager, 200 Monroe St., Chicago, IIL 
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ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., Post OFFICE, JUNE 29 1893. 


VoL. XLIX. 


ADVERTISING SMALL _IN- 
VESTMENTS. 


This is the story of not exactly 
an advertising failure, but of the 
expenditure of $5,000 in financial 
publicity that revealed a demand 
diferent from that which was 
sought. It not only testifies to the 
general soundness of the principle 
of financial advertising, but shows 
that the forms of financial adver- 
tising at present employed have 
only touched the outer margin of 
the real demand for banking facili. 
ties and investments. 

The First-Mortgage Bond and 
Trust Company, of Chicago, was 
organized in 1902, with a capital of 
$250,000. Its promoter and presi- 
dent is Frederick W. McKinney, 
for twelve years manager of the 
loan department of H..O. Stone & 
Co., one of the principal real estate 
firms in Chicago. Its object was 
to loan money on safe Chicago and 
farm property, turning these mort- 
gages into debenture bonds, bear- 
ing five per cent interest, for sale 
to small investors. These bonds, 
in turn, are guaranteed by a second 
trust company. They furnish an 
exceedingly safe form of invest- 
ment paying a rate of interest high- 
er than that possible to any sav- 
ings bank. 

_ Long experience with advertis- 
ing in the real estate field has 
taught Mr. McKinney the value of 
publicity, and his plans for the new 
company included an adwertising 
apppropriation. In the autumn of 
1903 a double campaign was begun, 
embracing local operations in Chi- 
cago street cars and dailies, and 
national advertising in such maga- 
anes as the Outlook, Saturday 
Evening Post, Harper's Magazine, 
McClure's, Literary Digest and 
similar mediums. Part of the ap- 
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propriation went into religious pa- 
pers. The copy consisted of a 
plain dignified statement of what 
the company had to sell, emphasis 
being laid on the security of an 
investment based on real estate and 
the better rate of interest paid 
thereon. The plan was explained 
at greater lengh in a booklet, which 
was made the pivotal feature of 
each ad. 

Returns from this -advertising, 
both in Chicago and nationally, 
were large and thoroughly grati- 
fying from the inquiry standpoint. 
But it was learned that by far the 
greatest number of prospective in- 
vestors in such securities wanted 
bonds of smaller denomination 
than the $2,500 debenture, which 
was the smallest one sold by the 
company. Fully fifty per cent of 
the inquirers ‘wanted an investment 
of less than $500. These the com- 
pany was not prepared to furnish. 
When, after three months the ap- 
propriation had been expended, the 
advertising ceased, as the State 
banking laws prohibit expenditures 
in excess of an institution’s profits, 
Since then the First-Mortgage 
Bond and Trust Company has con- 
fined its operations to the local 
field, selling bonds and mortgages 
without advertising. President 
McKinney believes firmly in the. 
principle of the small investment 
bond, however, and sees for it a 
certain future. 

“If I were doing the thing over 
again,” he says, “I should first pro- 
vide for a larger advertising ap- 
propriation by creating a surplus 
at the organization of the company, 
Operating under the banking laws, 
we were not at liberty to spend as 
much as could have been spent by. 
a business house. I should also 
provide bonds of a denomination 
as low as $100, thus furnishing an 
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investment within the reach of the 
people whom our advertising in- 
terested in tne greatest degree.” 

“Did the bulk of inquiries come 
from wage-earners ?” 

“Very largely. There were 
many inquiries from mechanics, 
clerks and farmers, and from small 
merchants, teachers, the profes- 
sional classes and those who have 
made good use of savings banks. 
A large number of inquiries came 
from readers of McClure’s and the 
Saturday Evening Post. The sav- 
ings bank, you see, is the first step 
on the road to thrift. Educational 
advertising on the part of savings 
banks teaches people systematic 
economy. This is the beginning of 


ber of saving men and women 
chose speculation. Why? Simply 
because there are hundreds upog 
hundreds of cleverly advertised 
speculative enterprises to one that 
offers investments. Now, in 
France, that nation of small in 
vestors, and in Europe generally, 
the bankers have provided securi- 
ties like our bonds, and of denom 
nations within the reach of evefy. 
body who has a little surplus laid 
by. We Americans have not yet 
learned finance as a nation. But 
we are learning rapidly, and to-day 
there is a market here for such 
securities that will surely grow 
larger as the years go by. The 
sale of such securities is an ag 








Buy 
First 
Mortgage 
Gold 
Notes 


If you want safe securities that can be readily and quickly realized on 


SECURED BY TRUST DEEDS 


ton selected Chicago real estate which has been passed upon by five experienced 
fealty valuators. Investors in thisclass of securiticss AVOID DOUBLE 
TAXATION because the notes pass by delivery in the same manncr as bonds 
or checks. This company was created for the express purpose of handling 
safe securities of this nature and sells only that which it has had'faith enough 
in to buy for itself. The Finance Committee mects daily and all vexatious 
delay is‘avcided. The book for investors.only, ‘*First-Mortgage Bond. 
and Trost Company Javestment Methods,” is well worth owning, as it tells 
how safc investments, large and small, are made and how they can be readily 
and quickly realized on. 

Reliable parties, only those commanding the confidence of investors, may 
secure agencics upon furnishing satisfactory references, 


Sent free to applicants. 











W. Sears, Jos. E. Otis, Jr., George Thomas. 


First-Dortsase Bond and Crust Company 


Organized Under the State Banking Law of Illinois, 
179 La Salle Street, CHICAGO. 


Officers and Directors: (President) Frederick W. McKinney, (Vice-President) Harry 1. Sewing 
(Secretary) Chester C. Broome!!, (Treasurer) Isaac N, Perry, Joba C. Fetzer, Chas. D. Duglop, Kichai 

















a very interesting line of develop- 
ment. A certain percentage of 
savings bank depositors amass a 
snug surplus in a few years, and 
having learned something of the 
method by which money is ac- 
cumulated and made to earn 
money, they begin to cast about 
for a more profitable form of in- 
vestment. This is a critical point 
in the history of the thrifty man 
or woman, for there are two roads 
they can take from the savings 
bank—investment in sound securi- 
ties or speculation. The first 


means a competence, while the last 
means ruin ninety-five times in the 
hundred, By far the greater num- 





vertising proposition from first to 
last. Only advertising will edu 
cate people. It is a proposition 
that lends itself to advertising, 
either locally or nationally, being 
based on a sound commodity. 
consider it a far more promising 
proposition than banking by mail. 
It will do immeasurable good, for 
it competes directly with question 
able investment and purely specu 
lative enterprises, 

“First mortgages on approved 
real estate are the soundest form 
of investment, and after that come 
corporation and municipal bonds. 
They are the investments to which 
everybody ultimately comes. The 
(Continued on page 6.) 
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PREPARE FOR 1905 


Mr. Advertiser: In outlining 


Washington your campaign for 1905, it will 


be well to bear in mind these five 


Baltimore important cities. These pub- 


licity centers should interest you 
from an economical standpoint, 


Indianapolis if nothing more. 
Why? Because you can reach 


Montreal the buying classes in each of 


thesewell-known and prosperous 


. : cities with a single appropriation 
Minn eapolis by using, respectively— 

















THE WASHINGTON STAR 
THE. BALTIMORE NEWS 

THE INDIANAPOLIS NEWS 
THE MONTREAL STAR 

THE MINNEAPOLIS JOURNAL 


Advertisers can make no mistake in including these papers 
on their lists for 1905. Each paper is a leader in its respective 
field; each issues a sworn statement of circulation every month 
and charges a fixed price for a fixed service to all advertisers 
alike. All are high-grade, home, evening papers, reaching the 
purchasing classes at a time when there is leisure and in- 
clination for reading. 


DAN A. CARROLL, 
Special Representative, 


Tribune Building, W. Y. PERRY, Tribune Building, 
New York. (Western Manager.) Chicago. 
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conditions in this country to-day 
are most tempting, for we have 
just passed through the greatest 
stock-jobbing era in our history, 
and the people who have escaped 
with any money at all are looking 
for rock bottom in investments. 
Hundreds of persons who were my 
customers for real estate mort- 
gages five years ago are not in the 
market now as investors, They 
have been through Wall Street. 
Why, I know an old retired busi- 
ness man here in Chicago, formerly 
a bank president, who drew his 
fortune of $350,000 out of real 
estate investments five years ago 
and bought Metropolitan Elevat- 
ed stock at 80. The first two years 
the company paid a four per cent 
dividend, which gave him five per 
cent on his capital, figuring the 
stock at par. A year later the di- 
vidend was two per cent. Then it 
ceased altogether. To-day the 
stock is 25 points below what he 
paid for it, and may not go up to 
80 for years. He draws no inter- 
est on his money, which has 
shrunk far below his original cap- 
ital, and will never make up the in- 
terest that he is losing. That’s 
stock speculation. Now, on the 
other hand, one of the large East- 
ern life insurance companies has 
invested in ten years in first mort- 
gages on Chicago real estate over 
$7,000,000. The average rate of in- 
terest has been five and a quarter 
per cent. During this period they 
have had foreclosures on property 
aggregating only five per cent of 
the whole investment, and have 
never lost a single dollar on any 
property disposed of at foreclosure 
sale. 

“You see, we have a commodity 
to which the small investor must 
ultimately come. The money ac- 
cumulated in such investments can 
be loaned on the best of real estate 
in the Southwest, where a six per 
cent rate of interest can be ob- 
tained in addition to a commission 
of two and a half per cent at the 
time the loans are accepted. I 
have made several trips to States 
in that section, and find better con- 
ditions even than in the Northwest, 
with better interest. An advertis- 
ing campaign conducted along na- 
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tional lines offering debentures by 
mail would sell securities to the 
amount of hundreds of thousands 
of dollars, and such dealings would 
progressively grow in magnitude 
on the principle that governs the 
sales of all good goods. Advertis. 
ing would not only bring a greater 
return than in the case of aq say- 
ings bank, but would cost less in 
proportion to the amount of busi- 
ness done, for it is not necessary 
to maintain a reserve as is the case 
with a savings bank. I haye 
placed many millions of dollars on 
real estate security, and my experi- 
ence has taught me that such se- 
curities can be sold again at a 
low cost for advertising, as can 
municipal and corporation bonds, 
Some small investors prefer one, 
and some another. Chicago is the 
headquarters of the leading bond 
bankers in this country, and the 
natural outlet for such securities, 
In the State and national banks of 
Chicago alone are now held de 
posits of over $500,000,000, of 
which probably one-third are 
strictly savings accounts. Even 
locally there is an ever widening 
market for five per cent debenture 
investments, which must increase 
immeasureably as this torm of in- 
vestment is advertised and appre- 
ciated. 

“A national campaign would ne- 
cessarily include a follow-up sys- 
tem through local representatives, 
such as real estate men, lawyers, 
bankers and other selling agents. 
The greatest proportion of our ap- 
propriation was spent in national 
mediums, and convinced me that if 
the inquiry cannot be followed up 
it is certainly useless to spend 
money to get it. I believe that 
such a campaign would be profit- 
able even if five times the cost of 
getting the inquiry were necessary 
to follow it down to an actual 


sale.” 
Saino 

THe Associated Sunday Magazines, 
New York, are sending out an effective 
series of folders to general advertisers, 
each containing a fac-simile letter re- 
garding definite advertising results from 
some firm that has used this weekly sup- 
plement. The Associated Sunday Maga- 
zine is now a feature of the Chicago 
Record-Herald, St. Louis Republic, 
Philadelphia Press, Pittsburg Post, New 
York Tribune and Boston Post. 
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PRIZES ARE PROLIFIC. 


Newspaper men well know the 
homely adage, “Money talks,” and 
a goodly sum offered in prize con- 
tests will set a lot of people going 
and so are considered, generally, 
good circulation builders. 

The Boston Globe is now offer- 
ing the prodigious sum of $25,000 
in an educational fund contest. The 
idea hinges on the popular vote 
plan and Charles H. Taylor, Jr., 
says the results are highly satis- 
factory. The leading contestant, a 
little crippled boy, Harold Godfrey 
of Dorchester, Mass., has upwards 
of 100,000 votes to his credit and 
his coupons are coming in by the 
thousands. 

Joe Chapple, has a brand-new 
clipping contest. He says in 
his big ads: “I want you to 
help me edit The National Mag- 
azine and will give you $10,- 
oo for your help. Send me 
a clipping—prose or _ poetry-— 
you think has merit. What I want 
is Heart Throbs.” but the ads also 
say that fifty cents must be sent 
for the magazine six months, with 
each clipping. No time limit is set 
for the closing, but Senator Allison 
and Admiral Dewey are announced 
as the final judges. 

W. R. Hearst’s motoring maga- 
zine, Motor, gives a $3,000 Winton 
car and 499 other prizes for a good 
guess on a unique puzzle. It 
prints pictures of the different 
makes of automobiles, without 
names, and the problem is to name 
the machines correctly. The offer 
is open only to subscribers at $1 
for six months, 

A $2,000 proverb contest is 
booming the Boston Post. It 
closes with the year and opened 
October 9, and the paper prints an 
illustrated wise saying or epigram 
daily, with coupon, which must be 
cut from the paper and sent with 
guess. E. A, Grozier says 11,000 
lists of answers were received in 
a previous contest and paid so well 
another was immediately put out. 

The publisher of the Brown Book, 
George Livingstone Richards, 
is offering five scholarship prizes 
of $1,000 each for four years for 
the five best essays on the “Discov- 
ery of America,” but each writer 
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must secure twenty subscriptions 
at fifty cents each to Modern Wo- 
men before their effort is consid- 
ered, 

The mail-order medium, The 
American Home offered $1,000 for 
the best ideas to rapidly and cheap- 
ly gain new subscribers, and Geo. 
F, Terry claims the investment was 
good but was surprised that one 
of the prize-winning plans sub- 
mitted came from a little girl of 
nine, 

The friendly contests among the 
subscribers to the Ladies’ Home 
Journal are a source of pleasure 
and profit, and Advertising Direc- 
tor Spaulding says he thinks they 
are one of the most potent features 
in inducing the subscribers to re- 
new. DEAN BowMAN. 


42> 








More publishers’ adver- 
tising appears in The 


Chicaro 
Record- Herald 


than in any other news- 
paper in the entire West. 














The German Weekly 


of National Circulation 


Lincoln Freie Presse 


LINCOLN, NEB. 
Circulation 152,062. Rate 35c. 
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AN INDEPENDENT NEWS- 
‘*APER DIRECTORY. 


THINKING PUBLISHERS GIVE OPIN- 
IONS ON THE CHANGE IN BASIS OF 
ROWELL’S AMERICAN NEWSPAPER 
DIRECTORY, THE ONLY WORK OF ITS 
KIND EVER ATTEMPTED INDEPEND- 
ENT OF AN ADVERTISING AGENCY 
AND CONDUCTED ON ITS MERITS 
ALONE, 


Some time ago the manager of 
the Printers’ Ink Publishing Com- 
pany sent a circular to leading pub- 
lishers throughout the country, 
asking their opinions of Rowell’s 
American Newspaper Directory as 
a reference work on American pub- 
lications, now conducted on an ab- 
solutely independent basis, These 
paragraphs give a digest of that 
circular: 

Rowell’s American Newspaper Direc- 
tory is, and has been of late, conducted 
absolutely independent and _ separate 
from any advertising agency. It is, and 
purports to be, a Newspaper Directory 
and nothing else. Newspapers buying 
it or advertising in it do so upon its 
merits, and not in the expectation of 
advertising favors to come to them in 
consideration of the purchase or adver- 
tising order. The book is so.d for cash 
only, and whatever advertisements will 
appear are accepted ona cash basis and 
no other. ' : 

What is foremost in my mind to-day, 
is the hope and belief that a newspaper 
directory conducted upon its merits 
alone, without deals, swaps or exchanges 
of any sort, may gain the undivided 
good-will and support of honest pub- 
lishers. It was with a view of obtain- 
ing your active co-operation that I was 
prompted to address this communication 
to you. 

Flattering opinions were not 
sought so much as frank views of 
the Directory, whether friendly or 
otherwise. A stamped envelope 
was enclosed with each circular. 

The replies received number sev- 
eral hundred, and were representa- 
tive of the general publishing field, 
coming from newspapers, maga- 
zines and class journals. Some in- 
dicated grievances against the Di- 
rectory, bred by failure to secure 
figure ratings on incomplete infor- 
mation. Others commended the 
Directory in an unqualified way as 
the one standard work of its na- 
ture. Still others suggested im- 
provements, or alterations of the 
requirements for a correct defini- 
tion of circulation. From those 
letters that touched squarely upon 
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the leading question, the American 
Newspaper Directory’s present in- 
dependent method of publication, 
the following symposium has been 
arranged: 

If possible, my good opinion of the 
American Newspaper Dircctory will be 
increased by your declaration that it js 
to be conducted on its merits alone, 
without deals, swaps, etc.—Wm, Ff, 
Rogers, Advertising Manager Boston 
Evening Transcript. 

We regard your Directory as the best 
of ail the newspaper publications of the 
kind, and we Pair | think that your 
proposed plan to conduct the Directory 
“upon its merits alone, without deals, 
swaps or sovnenare of any sort,” is the 
best way to conduct it in order to con 
tinue and increase its prestige. We con- 
gratulate you on attaining the manage. 
ment of this important work.—Arkansas 
Gazette, Little Rock, Ark. 


I believe that a directory issued on 
its merits as a directory, will more 
nearly meet the demands of the adver. 
tising public. No directory ought to 
solicit business from a publisher to be 
paid-for in exchange advertising. If 
it contains advertising pages at all the ad- 
vertisements should be paid for in cash. 
The agency work and the directory pub 
lication should be entirely separate,— 
W. J. Buie, Waxahachie (Texas) Daily 
Light and Weekly Enterprise. ’ 


For nine years our detailed state 
ments have been furnished the American 
oa co Directory regularly. Its edi- 
tors have published them continuously 
and collectively without cost to us. We 
do not know how they could have been 
more disinterestedly fair. We wish 
Rowell’s American Newspaper Director 
that fullest measure of success which 
a production standing solely on its repu- 
tation for accuracy should everywhere 
abundantly mcrit.—George Frease, 
The Repository, Canton, Ohio. 


_ We believe you have hit on the right 
line in your decision to do away with 
your “trade basis’’ and accept cash only 
for whatever advertising appears in your 
Directory.—The Messenger, Owensboro, 
Ky. 

I_ gladly endorse the proposition for 
a directory whose success shall be based 
absolutely on its merit. Your analysis 
of the processes by which some of the di- 
rectories receive their support is true, 
and success won in such a way is not 
the most substantial or the most satis- 
factory.—Charles E, Cole, Daily Times, 
Watertown, N. Y. 


We appreciate the fact that there are 
entirely too many so-called newspaper 
directories, and that the slipshod meth- 
ods observed in compiling many of them 
place at a disadvantage publishers who 
make detailed statements of circulation, 
by permitting other publishers to claim 
much larger circulations without pro- 
ducing proof. We believe that the new 
policy adopted by the American News 
paper Directory will result in eliminat- 
ing many of the complaints that have 
been made against agency directories, 


and we especially approve of the meth- 
ods you have adopted for securing cit- 
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ation ratings.—Samuel J. Roberts. 
cuiaher Daiiy Leader, Lexington, Ky. 


The only proper newspaper directory 
is the one that is conducted as a_sep- 
arate enterprise from any advertising 
agency. A newspaper directory should 
mean to the advertiser what Dun and 
Bradstreet mean to business men.—K, 
B. Miller, Evening Eagle, Berkshire 
Weekly Eagle, Pittsfield, Mass. 


We have always thought highly of 
Rowell’s Directory, and for many years 
have made an effort to be correctly 
rated therein. We see no reason why 
an independent directory, conducted on 
the lines you have outlined, should not 
be a great success..—Charles F, Jenkins, 
Farm Journal, Philadelphia, 


We feel that a directory disconnected 
in every way from an advertising agency 
would not only be appreciated by the 
publishers, but by those who depend 

nm such a directory for accurate in- 
formation regarding the circulation of 
the various mediums.—J. 7. Morris, 
Engineering and Mining Journal, New 
York. 


There can be no question that. the 
policy now. followed in the conduct of 
the American Newspaper Directory, 
namely, to have it entirely independent 
of any advertising agency, is wise. 
When once it is thoroughly understood 
that everything in connection with the 
business of the Directory is done on 
the purely cash basis, the publication 
will stand higher than ever, and be 
more than ever considered an authority 
in its line. I have never had any rea- 
son to question the absolute fairness of 
the ratings in the Directory, and have 
never hesitated to say so when a con- 
trary opinion was expressed. Some pub- 
lishers with whom I have talked have 
not hesitated to say that the opinions of 
the American Newspaper Directory were 
colored by the advertising placed in its 
pages. I have never seen anything to 
a such an opinion.—H, R. Clis- 
sold, Publisher Bakers’ Helper, Chi- 
cago. 


We believe that the ratings in any 
directory should depend on no pecuniary 
inducement whatever. In other words, 
it should not be possible for any publish- 
er to buy one line of space outside of the 
advertising pages of a directory, or even 
have any jurisdiction over the space and 
display used for his announcement. We 
heartily commend your attitude so far as 
isolating Rowell’s American Newspaper 
Directory from any influence foreign to 
the matter in hand is concerned.—The 
Frank A. Munsey Company, New York, 


I have read your circular on news- 
paper directories and do not hesitate to, 
Say it deals with the facts more com- 
rehensively and frankly than anything 

have ever seen before. It appears to 
be one of those rare instances in com- 
mercial literature where the statement 
is “the truth, the whole truth, and noth- 
ing but the truth.’”’ It will certainly be 
extremely interesting to watch the prog- 
ress and note the outcome of the new 
policy that has been adopted for 
owell’s American Newspaper ogg 
It is certainly ideal theoretically. Is 
it workable?—George W. Coleman, Ad- 
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vertising Manager Christian Endeavor 
World, Boston, 

The Sample Case and the Order of 
United Commercial Travelers of Ameri- 
ca have long regarded Rowell’s Ameri- 
can Newspaper Directory as the stand- 
ard. Personally, we think. there is no 
necessity for any other work covering 
this same reference, no matter where 
or how published.—R. N. Hull, Manager 
The Sample Case, Official Organ O, U. 
C. T. A., Columbus, Ohio. 

I find it a very difficult matter to 
come to any other conclusion in regard 
to the newspaper directory than that it 
should be absolutely removed from 
every influence which would tend to 
lessen its value as an unbiased, un- 


¢ quae proposition. A medium should 


e rated strictly on its merits if the 
record is to be reliable, accurate and 
dependable—honest all the way through. 
As to the merits, that can be determined 
only by investigations which are govern- 
ed by motives based on the Rooseveltian 
principle of “a square deal, nothing 
more, nothing less.’”,—Momte L. Green, 
Publisher The Spokesman, of the Car- 
riage and Associate Trade, Cincinnati. 

We certainly believe that all news- 
paper directories, advertising publica- 
tions, etc., should be entirely separate 
from any advertising agency. We fear 
there has been much abuse of certain 
publications along this line, and the 
reaction should be not far away.—The 
Western Fruit Grower, St. Joseph, Mo. 

It is so much a matter of course that 
the American Newspaper Directory is, 
and has been for years, the most reliable 
of all the newspaper directories pub- 
lished, that we supposed no one to-day 
would think for a moment of question- 
ing its standing in the business world. 
In_ selling your advertising space for 
cash one, € believe you are on the right 
track.—M. T. Richardson Co., Publish- 
ers Blacksmith and Wheelwright, New 
York, 

—--- -4ee--—__ 
A LAXACOLA ECHO. 
CuarLes A. WAKEMAN, 
Farm and Timber Lands. 
OsukosH, WIs., Dec. 10, 1904. 

Editor of Printers’ INK: 

After reading Printers’ InK for four 
years I thought I knew something about 
advertising. 

I started in the game—I was in the 
game three years—I am a forty thousand 
loser. 

Where would I have landed if I had 
kept up the stunt three years more? 

RINTERS’ INK at five ‘bucks per year 
was my Waterloo. It put bug ideas into 
my “coca.”” I have joined the “show me 
club from Missouri.” If you want me 
to join that “one hundred thousand 
club” you must charge up the two spot 
to Charles Austin Bates or Sam Crombie 
of your city. Yours, 

Cuartes A. WAKEMAN. 

. By utilizing views taken from an ar- 
ticle in Leslie’s Weekly, the annual re- 
port of the West Side Juvenile Club, 
799 Greenwich street, New York, has 
been made highly interesting, arid could 
hardly be improved upon as a bookiet 
for inviting contributors to the work. 
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A CHALK TALK ON SOME 
CURRENT ADVERTISING. 





Only one point for criticism is 
discoverable in this hair tonic ad, 
which has been running in leading 
daily papers during the past few 
months. A bilious critic would 
pounce upon it immediately for its 








drawn by cheap artists. Grandilo- 
quent assertions, having nothing to 
do with real quality, usually ag. 
company such illustrations, and 
they are so far from common 
sense, let alone advertising value, 
as to be not even ridiculous, but 
just painful. The humorous ad 
never did half the harm committed 
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humorous pictures, asserting that 
to lose one’s hair is a very serious 
matter, and not taken with levity 
by anyone. He could make out an 
excellent case, probably, the cap- 
tious critic, convincing his readers 
that the advertiser had permanent- 
ly queered himself with the bald 
public. Yet the humorous illus- 
trations, presenting the well-known 
“Before” and “After” argument in 
a new way, go farther than mere 
humor. They make an excellent 
point after they have served the 
purpose of eye-catchers, and the 
earnest, logical text of the ad it- 
self exemplifies the sound principle 
that a picture, however good it 
may be, is only a portion of the 
advertisement after all—never the 
whole. 
* * * 

The man who designed this 
theater programme page for 
Berry’s candies was handicapped 
by a lack of the humor sense— 
unless he worked according to an 
exacting outline from the advertis- 
er himself. It is an unhappy over- 
appreciation of their goods that 
leads some advertisers to present 
them in such stilted ways. This 
method of advertising runs ram- 
pant in the trade journals. Smith’s 
underwear is shown on the Venus 
de Milo, and a pair of Brown’s 
Never-rip Pants is posed on a ped- 
estal for the admiration of a throng 
of the particularly wooden people 





e 
oA 


HALL of FAME 








IN THE WORLD' dl HALL or ‘FAME 


Berry’s 3 Sweetmeats 

certainly deserve a place in the Hall of Fame, because PURITY Ci 

Stes? conten purest and bes oe 
aL amy PUBLIC APPRECIATES Ft FURITY 

$1.00, Chicago's sneet populer beget exade ee 

THO state St, 591 W. Madison St, 957 W. Madison St, 222 €. Sat SL 














by the hundreds of ads that are 
vapidly non-humorous. 

Next to advertising of this de- 
scription in point of vapidity are 
the productions characterized by 
what might be called “diabolical 
ingenuity.” These are the handi- 


work of the engraver or artists 
who takes pride in exhibiting his 
capacity for geometrical designs 
and strangely curved sentences. 











JOHN SOMMER'S SON NEWARK. M.S. 





The small advertisement of Som- 
mer’s Red Cedar Faucets is a good 
example of the sort, and is evi- 
dently valued highly bv the firm 
































that has printed it in certain trade 
journals until the electrotype is 
practically worn out. The dia- 
mond advertisement of the Walker 
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Edmund Company is not a whit 
more logical so far as its upper 
half is concerned, yet is printed in 
a quarter-page space in a monthly 
magazine that gets a good price 
per agate line. In the advertise- 
ment of the Dallas Trust Com- 
pany an effort was made to eat the 
cake and have it too. The large 
star seemed desirable for an eye- 
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catcher and trademark, so the text 
was grouped around it in spiritless 
letters. Even a person of educa- 


tion sufficient to appreciate the 
Outlook would hesitate before ad- 
dressing a letter to this financial 
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concern, as it is by no means clear 
whether the proper name is “Lone 
Star Trust Company” or “Trust 
Company of Dallas.” Half as much 
space again, with the company’s in- 
corporated name properly lettered 
on the star would have resulted in 
an excellent advertisement. By way 
of contrast, examine this news- 
paper announcement of the First 
Trust and Savings Bank, Chicago, 
with its clear, dignified text and 
its unforgetable trademark: 








FIRST TRUST AND 
SAVINGS BANK. 
First National Bank Bidg. 

WHILE THIS BANK 
Is organized primarily to afford 
trust coinpany facilities to clients 
and immediate connections of 
the First National Bank of Chi- 
cago, its services are at the 
disposal of the general public, 
and all those who require abso» 
Jute safety in the disposal of 
thelr funds and the most care- 
ful atténtion to their estates 
may rely upon the fidelity and 
responsibility of this institution. 

* * * 


Diabolical ingenuity marks, too, 
the advertiser who makes acrostics 
and puzzles of his name or com- 
modity. The trifling accident that 
led the founder of the English 
language to begin and end the 
words “roader” and “rider” with 
the same letter of the alphabet was 
evidently too tempting a bait for 
the designer of this ad, as such 
“happenstances” have been for 
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many a misguided copy-maker be- 
fore him: 


Stone Combination 


ones 
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For another inventive soul the 
patriotic significance of the word 
“national” was his undoing. To 
such insipid arrangements as this, 
doubtless, the advertising world is 
indebted for numerous foo! stat- 
utes that have been passed pro- 
hibiting the use of the American 
flag for publicity purposes: 


NAT IGRAL 
PWR VERECRES 


‘Still a third example of the same 
fallacy is furnished in the hodge- 
podge arrangement of !etters in an- 
other automobile advertisement : 


AAY:NE:S 


It is pleasant to observe that 
misguided advertising like these 
examples is becoming rarer every 
day. In comparison with the great 
mass of really logical publicity 
among which they appear they are 
so few as to be insignificant. Yet 
every month enough such produc- 
tions appear to point a moral and 
show how not to do it. 








In certain fields of advertising a 
note of the old-fashioned is not 
only permissible, but desirable. 
The trademark inside of a Dun- 
lap hat is hardly a work of art or a 
thing of beauty. But it is a trade- 
mark known to some hundreds of 
thousands of men and when the 
makers of these hats are ready to 
announce new styles they use small 
spaces in the New York dailies and 
do it after this staid manner, shown 
on next column. 

Of a piece with this advertise- 
ment is the custom among the best 
class of New York tailors, hatters, 
furnishers and retailers generally 





of retaining old-fashioned signs on 
their shops. Along Fifth avenue 


between 25th and 45th streets are 
dozens of exclusive shops bearing 
names of retail merchants who 
have been known to citizens of the 
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metropolis any time these forty 
years. By far the greater number 
of their signs are of the vintage of 
the past two generations, and are 
carefully preserved. New paint or 
gold leaf never rob them of this 
antiquity, bringing them into con- 
fusion with their modern competi- 
tors, and as far as one of them 
can be seen it stands for solidity 
and integrity, Saving as plain as 
print, “Established in 1850.” 
+or 
“Letters from People. You Know” is 
a commendable booklet from the Na- 
tional Harness Review, Chicago, giving 
letters from well-known houses in the 
harness trade commending the paper’s 
publicity value, and emphasizing the 
quality of trade journal publicity against 
the quantity of general advertising. “Of 
all things under the sun,” it says, “noth- 
ing is so deceptive, so vague, so in- 
definite to xnany as advertising. Some 
can sce and grasp and understand a 
bushel of wheat, a roll of leather, a can 
of oil. But circulation is a quality they 
“fall down” on. They cannot | realize 
that there is no such thing as ‘‘cheap” 
advertising, and by the same token, no 
such thing as “high-priced” advertising, 
for the. good reason that what one would 
deem “cheap” advertising, because of 
low price, may be very dear advertising 
at any price, because “‘no good,” while 
the space the uninitiated might call 
hich priced publicity might be mighty 
cheap, because it proves profitable.” 
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- AN EXHAUSTIVE ANSWER. 
PapucaH, Ky., Dec, 5, 1904. 

‘Editor of Printers’ INK: 

The special subscription offer drawin 
to an end makes it imperative that 
act if I would receive the benefit of such 
an opportunity. Accepting your request 
that such of PRINTERS’ INK's readers as 
would, write their opinions as to the 
most proper subscription price to 
Printers’ INK, I have only this to say. 
In determining the subscription rate of 
a publication, as well as _ everything 
else, the value or worth of the publica- 
tion should regulate the cost. PRINTERs’ 
INK is worth five dollars a year to any- 
body, and a great deal more to some, 
Most of the other arguments on this 
subject that I have seen have come 
straight from the pocket. Not from the 
head or the heart, but from the pocket. 

There is no doubt but that every read- 
‘er of PRINTERS’ INK could pay two dol- 
lars more easily than five. There is also 
no doubt but that a great many more 
would become subscribers if the price 
was two dollars, eS" 

If diamonds were of a price within 
reach of more people, there would be 
more diamonds sold. 

But is that the point? The economies 
of large-scale production apply equally 
as well to the publishing business as to 
any other. According to that, a steady 
reduction in subscription price would 
occur as the number of subscribers grow 
greater. It would, provided the value 
of Printers’ INK remained the same. 
But I presume that it is your constant 
effort to better Printers’ INK, and if 
that is the case, then, the increased ex- 
pense of producing Printers’ INK be- 
cause of increased merit, would offset 
any reduction in the cost of a sub- 
scription. 

Of course, I understand how a great 
many subscribers at two dollars would 
equal a smaller number at five. The 
point, then, to be determined is, is the 
subscription price of PRINTERS’ INK too 
high, as measured by the merit of the 
publication? It is not. No more need 
be said. As for the thousands of young 
men and women who could take your 
journal because of a reduced cost, this 
much may be said. If they have not 
that element in their make-up to deny 
themselves now, and take PRINTERS’ 
INK, in order that they may be better 
off in the future, it can hardly be ex- 
pected that they would receive any 
great benefit from persistent reading of 
so excellent a publication, no matter 
what the cost. There are some who are 
honestly unable to pay five dollars. The 
vast bu'k are unable to deny themselves 
of a few luxuries and pay five dollars. 

It is my opinion that you formed 
your opinion about the proper subscrip- 
tion rate to Printers’ INK before you 
ever asked the opinions of the readers 
of that journal. It is my opinion that 
you determined that five dollars is not 
exhorbitant. In anticipation of such a 
decision, I enclose four dollars for two 
years’ subscription to Printers’ INK, 
which you will please add to my present 
time. Sincerely, 

Witt R, Scorr. 
725 Madison St. ¥ 
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BOUND FILES FOR SALE. 

WHEELING, W. VA., Dec. 10, 1904. 
Editor of Printers’ INK: 

Inclosed please find check for $5 in 
prepayment for Printers’ INK for five 
years from May 2, 1905, aS per your 
special offer expiring December 31, 1904. 

I have unbound files of PRINTERS’ INK 
from 1895 to 1904 for which I have 
little room. Can you put me in com- 
munication with persons who might wish 
to buy complete volumes? Of course, 
I don’t wish to give them away, but 
back numbers of Printers’ INK ought 
to be quite valuable to folks who have 
not read them. 

I am glad to be back on the list of 
the Little Schoolmaster. The five bucks 
a year seemed a bit too steep for me, 
but I can stand the new rate all right, 
so keep ’er coming until 1910. 

Yours truly, 
Harry ULMer TIBBENS. 

30 Vermont street. 
> 
NOVELTY MAKERS ARE SLACK AD- 

VERTISERS. 
Tue PurtTan Company, 
Mail-Order Specialties, 
135 So. Broadway, 
EWMAN, ILL., Dec. 12, 1904. 
Editor of PRinTERS’ Ink: 

Do you suppose any of your readers could 
furnish the address of manufacturers of Alu- 
minum Pin Trays and Glass Paper Weights? 
The aforesaid manufacturers do not seem to 
want business bad enongh to go after it—ad- 
vertise, Yours very truly, 

Tue Puritan Company, 


i 


Toronto Star 


34,595 


NET 


On January 1st the Star will ad- 
vance its rates, the minimum price under 
the new tariff being 3% cents a line. 

The large increase in the circulation 
more than justifies the slight advance in 
rate. When the old rate was adopted 
the Star had a circulation of 20,000. The 
present issue represents an increase in 
circulation of over 73 per cent, while the 
advance in rate is only 17 per cent. 

You cannot cover Toronto without 
the Star. It publishes more general 
advertising than any other paper in this 
city—morning or evening. he STAR 
quotes the same rate for the same space to 
all advertisers. Sworn, detailed statement 
of circulation on application. 











THE STAR, 
Toronto, 


Canada. 
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THE PECULIAR INFLUENCE 
OF “PRINTERS’ INK.” 


By Seth Brown, 


Ten years’ advertising work has 
taught me some lessons about ad- 
vertising men and advertisers, 

They can be classed in two di- 
visions, 

Those who accomplish results 
and 
Those who don’t, 

Advertising theories have been 
responsible for more failures than 
lack of money or brains. Running 
to somebody’s book or to some 
other fellow for advice, getting 
theories and acting on them rather 
than building character and indi- 
viduality. 

Enough essays and theoretical 
talks have been devoted to adver- 
tising to sink a ship. The notion 
that there was some short cut to 
success, some subterranean passage 
that would lead to riches is par- 
alyzing, because it stultifies real 
individual effort. The successful 
chap listens, reads, digests and 
then forgets all the advice and 
plunges into the work on his own 
hook. 

The good any advertising litera- 
ture will do is to stimulate ambi- 
tion and make people think and 
act for themselves. There is an in- 
tangible something which makes 
for success which can’t be copied 
from another or learned in books. 
The only chance for success lies in 
individuality. You can copy the 
plans of some other fellow down 
to the last period and still your 
plan will lack his seed germ of 
success, 

What has this to do with Print- 
ERS’ INK? 

Everything. 

Some personal knowledge of the 
men who make it, a regular read- 
ing of its pages for over twelve 
years, convinces me that it does 
good by making men think. The 
road is made clear, not by false 
lights but by making things appear 
as they really exist. 

The Little Schoolmaster has the 
effect of clearing the mind from 
the mental fog and gives the stimu- 
lus for clear thinking. : 

Mind training in certain direc- 


tions brings success. PRintErs’ 
INK helps to do this. It won't 
make a master out of the man 
mentally impoverished. Nothing 
will. It will help him develop his 
own powers. 

Reading one copy won’t do the 
business. It should be the regular 
diet. It contains food for all 
grades, Those just beginning and 
those of us who have seen years 
of service. I read it with as much 
relish now as ever. 

It is no exaggeration to state 
that I have counciled with hun- 
dreds about advertising as a busi- 
ness. I have a file of Printers’ 
INK in the top right-hand drawer 
of my desk. I give the ambitious 
adwriter a few copies and tell him 
to go home and read them. When 
he returns I can judge of his 
earnestness and ability. If they 
kindle the fire of endeavor I think 
he may succeed. If he fails to 
grasp the possibilities after reading 
them I advise him to undertake 
some other line of work. 

The test is almost infallible, and 
as I have watched their future 
career I am more settled than ever 
in my conviction that if Printers’ 
INK won’t draw out the latent 
faculties for advertising work, if 
it won’t kindle a zeal for achieve- 
ment and strong individual effort, 
nothing will, 

Of those that have told me they 
do, or do not, appreciate PRINTERS’ 
INK, I give the following examples 
as they come to my mind this mo- 
ment. 

These don’t get any good from 
Printers’ INK. An _ advertising 
manager who holds his job because 
he is a relative of the proprietor. 
He gets about three times the sal- 
ary he’s worth, and if he lost his 
job would be indeed miserable. 
Another, has been an adwriter for 
eight years and you can have him 
for $100 a month any day you say 
the word. Another, an advertiser 
who “don’t get any good from 
Printers’ INK.” His firm spends 
more money in a month than his 
chief competitor in a year. The 
competitor hardly advertises at all 
but his business has grown four 
times bigger in past six years, and 
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the brave man who “knows all 
about advertising” has seen his 
business stand still for a number 
of years, 

These men read Printers’ INK 
regularly: An advertising manager 
of one of America’s leading rail- 
roads. Has bound volumes behind 
his desk and can tell you off hand 
every new development in all kinds 
of advertising. An ad solicitor on 
a newspaper, raised to advertising 
manager and now publisher of a 
metropolitan daily told me he 
valued Printers’ INK above all 
other advertising helps. A young 
solicitor on a daily who is forging 
ahead rapidly and is sure to make 
a mark in the newspaper world. 
A department store manager who 
has been the direct cause of doubl- 
ing the business three times in six 
years, 

I don’t claim that Printers’ INK 
is alone accountable for these suc- 
cesses, or that because the others 
have not read it they failed. I 
do claim that this showing proves 
that Printers’ INK is appreciated 
bv men who are really worth while, 


and that it benefits those in whom 
the germ of success abides. 

It is a question of the man. If 
you read it regularly and it don’t 
do you good, to my mind this is 
prima facie evidence that your 
light will never shine in the ad- 
vertising firmament, 


i aed 
HE IS GLAD. 
THE OrpeR oF UNITED COMMERCIAL 
TRAVELERS OF AMERICA. 

.. CoLumsus, Onto, Dec. 7, 1904. 
Editor of Printers’ INK: 

In answer to your ad in your Oct. 
19th copy of PRINTERS’ INK, which I 
happened to come across more by acci- 
dent than anything else, I noticed you 
had reduced the price from $5 to $2 per 
year for PrinTERS’ INK, and enclosed $2 
in stamps for which please send me 
PRINTERS’ INK for one year, commencing 
Jan 1, 1905. I always wanted your pa- 
per but did not feel able to pay $5 for 
it so have done without it. Am very 
glad you have reduced it, so that I was 
at last able to subscribe to what I call 
the best ad paper published, barring 
none. 

Wishing you all the best success in 
the oe I remain, 

ours very truly, 
H. E. Tipton. 








91 W. 3rd Ave. 
- o> 


A MAN that never advertises is much 
like the man without a home; no one 
knows where to find him. 
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Magazine 


Guarantees Their Circulation 


Their Circulation Guarantee reads as follows: 


for advertising, we, The Ridgway-Thayer Company, 
do hereby guarantee that the edition of each and 


and if for any reason whatsoever the editions are less 
than the said 650,000 copies, a pro -rata rebate will 
be made within twenty-six days of date of issue.” 


our rate of $500 per page 


excess of 650,000 copies; 
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(A Roll of Honor) 


(SECOND YEAR.) 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 








Advertisements under this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated; 
also from publishers who for some reason failed to obtain a figure rating in the 1904 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state. 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir. 
culation figures in the ROLL or Honor of the last named character are marked with an (+), 





These are generally regarded the | ca_uaamaaaae who believe that an advertiser has a right 


to know what he pays his hard cash 





Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY Contract, $20.80 for a full year, 10 percent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
can be made, provided the poo sends a statement in detail, properly signed and 


dated, covering the additiona 
paper Directory. 


ALABAMA. 
Annlaton, Evening Star. Daily aver. ~ 1903, 
1,551. Republic, weekly aver. 1903, 2,216. 


Birmingham, Ledger. dy. Average for 1903, 
16,670. /st 6 mos. ’04,19,852. E.Katz., 8.A.,N. Y. 


ARIZONA. 


+See Rapritien. Dai fy auras te ge 1903. 
088. Chus. T. Logan Special Agency, N. 


ARKANSAS. 
Little Rock, Arkansas Methodist. Anderson 
& Millar, pubs. Actual average 1903, 10,000. 


Little Rock, Baptist Advance, wy. Av. 1903, 
4,550. Nine months ending Oct. 27, 1904, 5,111. 


CALIFORNIA. 


Fresno, Morning Republican, daily. Aver. 1903, 
6,160, ‘st 9 mos, ’94,6,299. EH. Katz, 8. A., N.Y. 
PE pn View, Signs of the Times. Actual 
ly average for 1903, 82,842, 
"Redlands Facts, daily. Daily average for 
903 1.456. No weekly. 
‘Tee Franelseo, Call, d’y and 8’y. J. D. Spreck- 
els. Actual ily average {2 year ending Oct., 
1904, 62,206; Bunday, 87,198. 
San Some, I 2 me Tree and Vine,mo. W. G. 
Rohannan. ual average, 1903, 6,185. Last 
three wan eg rn 10,000. 


COLORADO. 

Denver, Post, daily. Post Printing and Pub- 
lishing Co. Average for 1903, 88,798. Average 
Sor November, 1904, 47,295. Gain, 8,716. 

&@™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 

GUAA American Newspaper Direct- 
TEED ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


CONNECTICUT. 
Hartford, Times, daily. ea oS inl 1903, 
16,509. Perry Lukens, Jr.. N. Y. 
Meriden, Morning Recor arco and ~<a 
daily averege for 1903, 7.58 
New Haven, Evening a ter. daily. Actual 
av. for 1903, 18,571; Tendee. 11,292. 


New Haven, Ooldsmith and area 
mthly. Actual average Jor 1903, 7,81 








period, in accordance with the rules of the American News- 


New Haven, Palladium, daily. Average for 
1903, 7,625. E. Katz, Special Agent, N. Y. 


New Maven, Union. Av. 1903, 15,827. first 9 
mos. 1904,16,008. E. Katz, Special Agent, N.Y 


New London. Day, ev’g. Aver. 1903, 5,618, 
June, 1904, 6,049. ’ Kate, Spec. Ad. Agt., MY, 

Norwalk, Evening Hour. Daily average year 
ending June 1, 1904, $188 (sk). , yer 

Norwich. Bulletin, morning. Average for 1203, 
4,988; first six months 1904, &,178. 

Seymour, Record, weekly. W. C. Sharpe, Pub. 
Actual average 1903, 1 169 

Waterbury, autho. Daily a an 
%,.846. La Coste & Muxwell. Spec. Agts, N. Y. 

DELAWARE. 


Wilmington, Every Evening. Average guar. 
anteed circulation for 1903, 93, 10,784. 








W tintamton, Morning News. Only morning 
paper in State. Aver. cir. 10,006 for 3 months, 


DISTRICT OF COLUMBIA. 
Washington, Ev. Star, daily. Ev. Star News 
paper Co. Average for 13,8 088 ‘©0). 
National Tribune, weekly. Average for 1902 
104,599. First six mos. 1903, 112.268. 
Smith & Thompson, Rep., N. Y. «& Chicago. 
FLORIDA. 


Jacksonville, Metro repels, d’y Av. “7, 8,898, 
ist 6 mos, ’04, 8,881. Katz, Sp. Ag., N. Y. 


GEORGIA. 


Atlanta, Journal, dy. Av. 1903,88,928. Sept. 
1904, 44,808. Semi-weekly 4 45,867. 


Atlanta, News. Actual daily average, 1908, 
20.104. Average April, 1904, 26,547. 


Atlanta, Southern Cultivator, agriculture. 
semi-mo. Actual average for 1904, 40,250. At 
present no issue less than 45,000. 


IDAHO. 
ates, Cagial J ty d’y and wy. Capital News 
Pte. C  — Aver. 1903, daily 2,761, weekly 
8, its. rst 6 mos. 1904, dy. 8,016, wy. "8.868. 


ILLINOIS. 

Aurora, News. Twelve months ending Sept. 
1904, daily average 5.614, _ 614. 

Cairo, Bulletin. ‘Daiiy an and Sunday avera 
1904 to Now. 30,1,916; month of Nov. 30, nt a 

Catro, Citizen. Daily average 190%, 818; week- 
ly, 1,110. First eight months 1904. daily. , 2053 
weekly, 1,125. August, 1904, daily 1,281 

Champaign, News. First four asthe 1904, 
no day’s issue of less than 2,600. 
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Ohieago, Bakers’ Helper, monthly ($2.00), H. 
R 


Ulissold. Average for 1903, 4,175 (QO). 


Ohieago, Alpalaites Clinic, monthiy. Dr W. 
C. Abbott, pub.; DeWitt Clough, adv. mgr. 
ranteed ci circulation 80,000 copies, reaching 


over one-fourth of the American medical pro- 
fession. 


Ohicago, Breeders’ Gazette, stock farm,week- 
sanders Pub. Co. Actual a average for i9us 
7,880, 39 weeks ending Sept., 28, 1904, 68,157. 


Ohicago, Dental Digest, mo. PD. H. Crouse, 
pub. Actual average for 1903, 7,006, 

Chicago, Farmers’ Voice. Actual weekly aver- 
age year endiny September, 1904, 22,802 (3). 


Ohicago, Grain Dealers Journal, s.mo. (rain 
DealersCompany. Av. for 1903, 4,454 (©© OO). 
Chicago. Gregg Writer, monthly. Shorthand 
and Typewriting. Actual average 1903, 11,666. 
Ohicago, Journal Amer. Med. Assoc. Wy. av. 
1903, 28,615, —- Aug., Sept., 1904, 82,381. 
Chieago, Musical Leader & Concert-Goer, 
» Aver. year po MM, 4, 18,548, 
Chicago. National Harness Review, mo. Av. 
for 1902, 6,291. ee 08, 1908, 6,250, 
Ohieago, Record-H Average for 1903, 
daily 154,218, Sunday 1 151, 81%. alee 


Chicago, Retailer’s Journal, monthly. Pre- 
sent circulatio : 10,750. 
COPY OF AFFIDAVIT. 

I, R. G. Galusho, manager of the Western 
New: per Union, Chicago, Il].,do hereby cer- 
tify that we have printed for the RETAILERS’ 
JournaL during the months of June, July, 
ja sv September, October and November, 1904, 

an average of 10,750 copies per issue. 

USHO. 


G. G. 
orn to and subscribed betore me 
(SEAL) this’ att x yO 3d, 
F. G. Br Own, m Notary Public. 
Clayton, Enterprise, weekly. No issue since 
1895 less than 1,008 copies. 
Kewanee, Star-Courier. Av. for 1903. daily 
8,088, wy. 1,414. Duily ist 5 mos, ’04, 8,296. 
La Salle, Pepsvonae, Polish, weekly. 
Average 1903, 1,805 








Peoria, Star, »veni 
Actual sworn average for 1903, 22, 


Roekford. Republic, daily. Actual average 
for 1903, 6,540. La Coste & Maxwell, N.Y. 


INDIANA. 
Evanaville, Courier, daily and 8S. CourierCo., 
ub. Act. av. "02, 11,218 (244). Sworn av. ’03,12- 
18. Smith & Thompson, Sp. 1 Rep.,N.Y.& Ci Chicago. 
Evanaville, Journal-News, Av. 1903, d’y 18,- 
852, ‘st. 6 mos. '04,14.160. E. Katz, S. A., N. ¥ 
Goshen. Sockiag Club, monthly. Average for 
1903, 26.878. A persisten ent medium, as 
wives keep every issue for dai daily reference. 
pieenapetin. News, dy. At Oe net sales in 1903, 
69,885, August, 1904, 4, 78,8: 841 
Indtanapelie, 68 Star. Av. net ll aa Nov. (ali 
returns and unsold copies deducted), 85,614 (%). 
Marion, Leader, daily. W. B. eats Par: 
Actual aver. for 6 mos. end. June 30,04, 5,741 
Munele, Star. Average ni et sales for Nov. (all 
returns and unsold copies deducted) 27,497. 
Notre Dame, The Ave Maria, Catholic weekly 
magazine. Actual average for 1903, 24,082. 
Bichmend, fan Tolegzem. Sworn av, 1903, dy. 
8,811. For Feb., 1904, 8,944. 
South Bend. Tribune. Sworn daily average 
1908,5,718. Sworn average for Oct., 4,730. 
Terre Haute, Star. Av. net sales for Nov. (all 
returusand unsold copies deducted), 20,405 (). 


wietnagy =: TERRITORY. 
Ardmore, moreite, daily and_ weekly. 
Poy dy.,1, 951; wy., 8,872. 
IOWA. 


Davenport, Times. Daily en . 1903, 6,055. 
8.-wy. 1,660. Daily aver. Nov., 9,715. Cir. 
guar, more than double of any Duvengees daily. 


and Sanday morning. 
19%. 
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Decorah, Decorah-Posten (Norwegian). Sworn 
av. cir’n, 1903, 89,681. March, 1904, 40,856, 

Des Moines. Capital, aaily. Lafayette Young 
publisher. Actwil average for 1903, $1,808. 
Average for jirst six monte: 1904, 85,808, 

City circulation the bs of any Des “Moines 
neue absolutely ranteed, Only event: 

carrying cacertiohag of the = 4 

men stores. Carries largest amount of t 
advertising. 


Dexa Moines, News. daily. Actual average for 
1903, 45,876. B.D. . Butler, N. Y. and Chiou. 


Des Moines, Wallace's Fai 's Farmer, wy. Est. 1879. 
Actual average for 1903, $8,769. 


Museatine. Journal. Daily av. 1903 4.849, 
cemi-weekly 2,708, first four months 5,167. 


Ottumwa, Courier. Daily an ge Sor March 
and April. 1904, 5,021. Tre-week average for 
March aud April, 1904, toa 

Sioux City, Journal. . av. for 1903 (sworn) 
{9.eee daily av. for fi nine a of 1904, 


’ le always open re readers in 
its field than of all other daily. papers combened, 


KANSAS. 
Mutchinson. News. Daily 1903, 2 768, weekly 
2, me E. Katz, Agent, New New Yori 
Teas eka, Western eal Sourna, educationa 
monthly. Average for 1903, 8,125. 
KENTUCKY. 


Harrodsburg, Democrat. Best weekly in best 
section Ky. Av. 1903, 8,582; growing fast. 


Lexington, Leader. Av.’03, 3,828. 8 4.092, 
ist qtr 04, dy. 8,928, Sy. 5,448. E. ‘atz, agt. 

Louisville. Evening Post, dy. Kvening Post 
Co., pubs. Actual avevage for 1903, 26,964. 

Paducah, News-Democrat. Daily net av. 1903, 
2,904. Yearend. June 30,’04, net paid cir. 2,927. 

Paducah, Sun. October, 1904, 

Average 2,900. 

LOUISIANA. 


New Orleans, The Southern Buck, official 
organof Elkdom in La. and Miss. Av,’03, 4,780, 


MAINE. 

Augusta, Comfort,mo. W. H. Gannett, pub, 
Actual average for 1903, 1,269,995. 

Bangor, Commereiel. Average for 1903, daily 
8,218, weekly 29,00 

Dover, Feats ee Actual weekly 

average / 903,1,904, 

Lewiston, Evening Journ: Journal, daily.. Aver. for 
1903, 6,814(©0), ekly 15.4 482 (©). 

3) Opies, Maize Woods ana oods ana Woodsman, weekly. 

W. Brackett Co. Average for 1903, 8,041. 

Portland, Evening Express. Average for 1903, 

daily 11,740, Sunday Telegram 8,090. 


MARYLAND. 
oN dail: i N Pub- 
PR gy rage 1908, Ya5s8 For November, 


1904, 58,154. 


MASSACHUSETTS. * i 
Boston, Evening Transcript(@@)(412). Boston’s 
tea table paper. Largest amount 0 week-day adv. 
Boston. Globe. Average iverage for 1903, daily, 195,- 


554, Sunday, 297,824. 
ag Adverti foomente go in morning and afternoon 


editions for one price 


Besten, Post, ~ Average for ‘or 1903, 178,808, 
Av. for Nov., so. 228,968, Sy. 180,648. 
joot daily circulation in New England. Sec- 
ond largest Sunday circulation in New England. 


Boston, Traveler. Kst. Est. 18%. Actual daily av 
1902, 78,852. In 1903, 76,666 eae six 
months of 1904, datl cree § 88.810. 

Reps.: ‘Smith & hompson, N.Y. and Chicago. 

Enat Northfield, Record of Christian Wort, 
mo. $1. Aver. for year en 4 tow 31, 1903, 20.250, 
Use it if you want a strictly home circulation— 
that sticks, Puge rate $22.40 flat, pro rata, 
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Gloucester, Cape Ann News. Actual daily 
arerage year ending February 15, 1904, 4,804; 
aver. jirst six mos, 1904, 6,241; June, 1904, 6,525. 








North Adama, Transcript, even. Daily net av. 
1903, 5, 267. ‘Daily av. printed Oct., 1904, 6,105. 


Springfield, Good Housekeeping, mo. Aver- 
age 194,171,017. No issue in 1905 less than 
200,000 copies. All advertisements guaranteed. 


Worcester, Evening Post, daily. Worcester 
Post Co, Averuge for 1903, 11,711. 


Pf L’Opinion Vimy 3, daily (OO). 
wt ge 2180. paper in 
tnit ‘States. on Roll of Honor. 


MICHIGAN. 


htaten. Telegram, dy. D.W.Grandon, Av. for 
peg Aver, ist. 4 mos. of 1904, 4,100. 


"a Michigan Daily Journal. Aver. year end 
June y 104, 6,067 (Gk). Av. for June, 6,886 (2). 


Grand Rapids, Evening Press, dy. Average 
1903, 37,499. 44,290 aver. daily’ to Sept. 1, 1904. 

Grand Ruaptds, Furniture Record ( ). ‘only 
national paper in its field. 


Grent | Rapids, Herald. Average daily issue 
Sor 1903, 22.824, first six months 1904, 26,187. 
Only morning and the only Sunday paper here. 


Juckeon, Press and Patriot. Actual daily 
average for 1903,5,649. Av. Nov., 1904, 6,860. 


Kalamazoo, Gazette, daily, six mos. to Sept. 
ist, 10,144. Guarantees 4.500 more subscribers 
than any other daily Fm pot yper published in city. 
Three months to September ‘st, 10,289. 


Kalamazoo, Evening Telegraph. First six 
mos, 1904, dy. 9,881, June, 9,520, 8.-w. 9,281. 

Saginaw. Courier-Herald, daily, Sunday. 
Average 1903, 8, 288; November, 1904, 11,508. 


Saginaw. Kvening News, daily. Average for 
1903, sj 1,815. November, 1904, daily 15,060. 


MINNESOTA. 


pibomonnelis, Farmers’ Tribune, twice.a-week. 
. Murphy, pub. Aver. for 1903, 68,686. 
iteieaieddiiies Farm, Stock and Home, semi- 


monthly. Actual average 1903, 78,854. First six 
months 1904, 79,500. 


mipnennete. Journal, daily. Journal Print- 
ing Average for 1903, or.e8°. First 41 
aapthes 1904, 64, 188; Noveml November, 66,808. 


Minnenpolia, Svenska Amerikanska Posten. 
Swan J. Turnblad, ao’ 1903, ee? 


Saashal 





Minneapolis, The k: 
monthly. Actual average 1903, 268, abo. 


Minnexpolis Tribune. W. J. Murphy, pub. 
Est. 1867, Oldest soueete daily. 71903, 
daily average, 72,882; ws 2 be urter of 1903, 

7.129: Sunday, 62,924. Sunday 
average for jirst eleven ake of 1904 was 
69,008. The daily avera fe 4 Sor the jirst 
eleven montte of year ne 498. Daily 
average for November, 9 

Only , thant. daily listed 

in Rowell’s American Newspaper 

Directory that_ regularily pub- 

lishes its circulation over a con- 

siderable od down to date ir. 

ROLL OF HoNnok, and publishes a 

detailed statement in its own col- 

umns. The Tribune Is the ree- 

ognized Want Ad Medium of ge 
Owatonna, Chronicle, semi-w’y. Sor 

1903, 1,896. Owatonna’s leading attain. 

Present circulation, 2.100. 

St. Paul, Der Wanderer, with ag’! sup.. Der 
erim Westen, wy. Av. for 1903, 10, 500. 
8t. Paul, Dispatch, dy. Aver. 1903, 58,044. 
resent average 57,624. ST. PAUL'S LEAD.- 

ING NEWSPAPER. W’y aver. 1903, 78,026. 

St. Paul, Globe, daily. one aed publishers. 
ctual a average for 1903, 31,54 
St. Paul. News, dail 








snr average for 


1903,85,816. B.D. Butler, N. Y. and Chicago. 


St. Paul. Pioneer-Press. Daily average for 
1903 84,298, Sunday 80,988. 
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St. Paul, The Farmer, s.-mo. Rate, 35¢. 
line, with discounts. Circulation for vear ending 
June, 1904, 81,500. Present average, 85,000, 


St. Paul, Volkszeitung. 2 Actual average 4 
dy. 11,116, wy. 28,414, Sonntagsblatt 25,408" 


Winona, Republican and Herald, daily. Aver 
age year ending June, 1904, 4,126. 


MISSOURI. 


Joplin, Globe, daily. Average 1903, 10.61 
Oct, 1914, 12,507» E-Katz, Special Agent, MY. 


kK « Olty, Journal, d'y ard w’y. Average 
ne ws, daily 80,268, weekly 188,225, 


Kansas City, World, daily. Actual average 
Sor 1903, 61,282. B. D. Butler, N, Y. & Chicago, 


Springfield, Sunny South, monthly. Actual 
average for 1908, 2,888. 


St. Soaanh News and Press. Dail; aver, 
1903, 80,418. ; Last 3 mos, 1903, 85.065. a” 


aoe Louis, Medical Brief.mo. J. J. Lawrence, 
A.M.,M.D.,ed.and pub. Av. for 193, $7,950, 


t. Louis, National Druggist. mo. Henry R, 
an Editor and Publisher. Average i 1904, 
8,080 (© ©). astern office, 59 Maiden Lane, 


St. Louls, Star. Actual daily average for 
1903. 64,878. A 


St. Louis. The Woman’s M 
Women and home. Lewis Pub. Proven aver- 
age for 1903, 1,845,511. Actual proven aver- 
age for past 12 months 1,611,988. Every issue 


ne. monthly, 





guaranteed to exceed 1,506,000 copies—full 
count. Largest cir ton of any p 
in the world. 


MONTANA. 


Butte, American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 


Butte, I[nter-Mountain, evening. Sworn net cir- 
culation for 1903, 10,617. Sworn net cirew 
lation from Jan, 1 to June 30, 1904, over 14,000. 

NEBRASKA. 

Lincoln, Daily Star. Actual average for 193, 
11,165, September, 1904, 15.795, 

Lincoin, Deutsch-Amerikan Farmer, weekly. 
Average year ending June, 1904, 149,803, 

Lineoln, Freie Press, weekly. Actual average 
for year ending June, 1904, ere p83. 

Lincoln, Nebraska Farm Journal. Mouthly 
average year ending August, 1904, 14,400 (x). 

Omaha, Den Danske Pioneer, w Sophus F, 
Neble Pub. Co. average for 1903, 2.084. 


Omaha, News, daily. Actual average for 1908, 
41,824. B.D. Butler, New, York and Chicago, 


NEW HAMPSHIRE. 
Nashua, Telegraph, dy.andwy. Daily aver 
10 mos. 0, 2,870; October, 04, S169. 
NEW JERSEY. 
Camden, Daily Courier. Est. 1876. Net aver. 
circulation for 8 mos. end. Aug., 34, 1904, 8,229, 
Damden, Post-Telegram. Actual daily aver- 
age, 1903, 5,798 sworn. Jan.,1904,5, 889. 
Clayton, Reporter, weekly. A. F. Jenkins, 
Pub. Actual average for 1903, 2,019. 
Hoboken, Observer, dail Actual average 
1902, 18,097 ; Sept., 1903, 22, 51. 
Jersey City. Evening Journal. Average for 
1903,19,012, First six months 1904, 21,0 
Newark, Evening News. Evening News Pub, 
Co, Av. for 1903, daily 58,896, Sunday, 16,291, 
Newmarket, Advertisers’ Guide, mo. Stanley 
Day, publisher. Average for 1908, 5,125. 


Washington, Star, wy. Sworn av. ’03, 8,759. 
Sworn aver. for year ending Sept. 1, 04, 8,904, 
NEW YORK. 


Albany,Journal, evening fogenal Co. Daily 
average for September, 21,6: 21, 656 


Albany, Times-Union. ever tie Establ. 
1856. Average for first three poy he Ag 1904, 29,626, 
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Batavia, News . dverage 1903, 
6,487. Sic:months 1904, 6,810, 

hamton, Even: Herald, daily. Herald 

a for first t tte months 1904, 18,21 = 


Buffale, Courier, morn.; Enquirer, even. 
J. Conners. Aver. for 1908, moraine Se 50 882, 
evening 88,082; Sunday average 6 
Buffalo. Evening News. Daily averag 1903, 
19,408. First 3 months 1904, 85,949. 


kill, Recorder, weekly. Harry Hall, ed 
tor. 1008 db, 8408." dv. Ai "Ao, August, 106. 8, eso. 


Cortland, Democrat, erat, Fridays. Est. 1840. Aver. 
1903, 2,248. Only Dem. Dem. paper in county. 

Lyona, Republican, establi established 1821. Chas. H. 
Betis, editor and prop. Cire Circulation 1903, een i 


Mount Vernon, Daily Argus. Average 193, 
2,989. Westchester 1 Comntyrs te leading paper. 


Newburgh. News, daily. 2 Av. for 1903, 4.487, 
100 more ne than all other Newb ee oebokieed 


New York City. 


American Machinist, w’y, machine construc. 
(Also European edition. ion.) Average 1903, 20,475. 


American Machinist, wy., wy., machine construc. 
pe European edition.) Av ‘Average 1903, 29,475. 


y& Navy Journal Est Est, 18638. Weekly arer. 
poi ia, 9.026(@0). Present circuiation (May 7) 
W. C. & F. P. Church, Pubs. 
inn Review monthly. | W. kh. Gregory 
publishers. Actual a for 1903, Tee 
‘Average for last three month ‘mont 1903, 4,700. 


Benziger’s 8 magazine, fam family monthly. Ben- 
siger Brothers, Av verage Sor Sor 1603, 29,208 copies. 


Clipper, weekly (Theatrical). Frank Gueen, 
Pub. Co., Ltd. Aver. for 1903, 26,912 (© ©) (689). 


El Comercio, mo. Spanish export. J. Shep 
ard Clark Co. Average for 1903, 6,667. 


Electrical Review, weekiy. Electrical Review 
Pub. Co. Average for 1903, 6, 1903, 6,885 (OO). 


Engineering News. A weekly journal of civil, 
mechanical, mining and electrical e' eering. 
Average circulation 1903, 12,642 (© ©). 


Forward, daily Forward Association, Aver- 
age for 1903, 48,241. 


Four-Track News. monthly. Actual av. ue 
for six months ending November, 1904, — 
December edition guaranteed 110,000 


Haberdasher, mo., est. + est. 1881. pone ‘or 
1903, 7.166, Binders’ rit and Post Office 
receipts distributed mon 


y to advertisers. 
Hardware Dealers’ Magazine, morthly. 
In 1903 no issue less than 17.000 (@@). 
D. T. MALLETT, Pub., 253 Broadway. 


Junior Toilettes, fashion monthly. Max Jaeger- 
huber, pub. Actual average 1903, 86,540. 


Leslie’s Weekly. Actual aver. year end. A 
1904, 69,07 % (3). Pres. av. over 5.0 000 weekly: 


Leslie’s Monthl: Magazine, N ‘ew York. Aw 
circulation for The t 12 mouths, 229.112. 
Present average ct ion 257,600. Novem- 
ber number yearantesd 800,000. 


Music Trade Review, music trade and art week- 
. Average for 1908, 5.588. 


National Fyowihonee, weekly. Packing houses, 
butchers, co’ n seed oil, etc. 1903 av. cir. 6,402. 


New Thought, mont 27 F. 22d St.. New York. 

or Flower” pat a Be Number of age and 
rates given each month on firs 

reading matter. Sample Fd for the oe 
Worth examination. le UGHT has 
money for ail its vertisers. ho agg J to 
agencies, 25 per oust p= published rates. A 
age for 1903, WOa.o7 


Pocket List of Railroad Officials, qly. Railr’d 
&Transp. Av. 1908, 17.992; April, 1904,19,728. 

The People's Home Journal, 525.166 monthly, 
Good Literature, 452,888 monthly, average cir- 
culations i" 1904—all to paid-in-advance sub- 
scribers. M. Lupton, isher. 

Srtaters’ Ink, a journal for advertisers, 
lished ‘Wednesday. Established 88, 
Actua! weekly ave for 1908, 11,001, Actual 
weekly ave ° for 904 up to the week ending 
November 16, 1904, 14,880, 
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The Ladies’ World mo., Fromashols. Averaye 
net paid circulation 1903, } 1903, 480,155. 

The Wall Street Journal. _ Dow. an & Co., 
publishers. Daily average 1903, 11,987. 

The World. Actual aver. fo Sor 1903, Morn,, ZZ Bye 
607, Evening, 857,102, Sunday, 888,650. 

Rochester. Case and Comment, mo. Law. Av. 
Sor 1903, 80,000 ; 4 years’ — 80,186. 

Sotomeetnt as ew > om“. { N. Liecty. 
. A 
fos it 60 902, 9, D7 “average Sor 


Syracuse, Evenin ng Herald, daily. Herald Co., 
pub. Aver. 1903, daily 88,107, Sunday 88.496. 


Utica. National Electrical Contractor, mo. 
Average for 1903, 2,708. 


Utiea, Press, da Otto A. Meyer, publisher, 
Average for 1903, eon — 


Warsaw, Western New Yorker, weekly. Aver- 
age 4 1903, 8,802. In county of 32,000 with 
no daily. 


NORTH CAROLINA. 


Charlotte, Observer. North Carolina's fore- 
m ——_ <_-t . Actual daily aver. 1903, 5,582; 
Sunday, 6,791; : Tecmo 800. First three 
months 1904, 6,578 


Elizabeth City, Tar Heel, by Actua 
average 1903, 8,500. Covers Covers ten counties. 


Raleigh, Biblical Recorder, weekly. Average 
1903,8,.872. First five mouths 1904, 10,166. 


NORTH DAKOTA. 

Grand Forks, Herald, dy. av. for April, 1904, 
5,862. Will guar. 6,060 Sor year, N. ‘Dakota’s 
BIGGEST DAILY. La Coste & Maxwell N.Y. Rep. 

Grand F orks, Normanden, weekly. Av. for 
1903, 5,451. Guar. 6,700 after Nov. /, 1904. 


OHIO. 
Akron. Beacon Journal. Average 1903, 8,208. 
N. Y., 523 Temple Court. Av. Sept., ae ws 


Cleveland, hog Dealer. Est. 
daily a 66,445: ,- 60to. 
Novw., 1904, 8 “sb ge Sunday, 70,679. 


Mansfield, Dail News. Act. aver. year 
June 30,04, 4,280(). First 6 mos. ’04, S82. 


Springfield, Press Republic. Aver. 1903,9,288. 

April, '04, 10,155. N.Y. office, 523 Temple Court. 

w og Court House. Fayette Co. 
rd, w ‘ual average 1903, 1,775. 








Y¥ tor. D’y av.’03,11, 009. 
Lacoste ss Manvel. ie Eastern rn Reps. 


Zaneaville. Signal, daily, daily, reaches 8S. E. Ohio. 
Guarantees 5,000. verage six mos. 1904, 5,814. 


Zanesville, ‘times-Recorder. Sworn av. Oct., 


1904. 9,571 (9). Guaranteed double nearest com: 
petitor and to exceed combined competitors. 


OKLAHOMA. 


nmtnrte. Cpioheme Farmer, weekly. Actual 
verage 1903, 28,020. 


Guthrie. Oklahoma State Capital, dy. and wy. 
Aver. for 1908, daily 20,062, weekly 25,01 
Year ending July 1, 03, dy. 19,868; wy. 28.119. 
Oklahoma City, The Oklahoman. /903 aver., 
5,816; Oct.,’04,8,802. EH. Katz, Agent, N.Y. 


OREGON. 
Portland, prea Telegram. dy. (ex. Sun.). 
Sworn circ'n six months ending June 30, 21, 148. 


Portland. ovemen n Daily Journal. Actual aver- 
pe ely eleven months 1904,15,061. Actual 
verage November, 16,816. 


PENNSYLVANIA. 


Chester, Times, ev’g d’y. A 1903, 8,187. 
N. Y. office, 220 Bway. PR Northrup, "Mgr. 
Erie, People. weekly. Aug. Klenke, Mgr. 
Average 1908, 8,088. 
Erle. Times, daily. Averag Average for 1908, 11,208. 
November, 1904,14,%85. E. Katz, Sp. ‘4g.; N. ¥. 
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Morsishars, Telegraph. Dy. sworn av. Oct.’04, 
11,508. Largest circn. in Harrisburg guar’t’d. 


Philadelphia, American Medicine. wy. Av. 
for 1902, 19.827. Av. March, 1903, 16,827. 


The Philadelphia 
BULLETIN’S 
PQ Circulation. 


Pm .. following statement shows the actual cir- 
jon of THE BULLETIN for each day in the 
month of November, 1904: 





1 16.. 
2 17. 
3 18 
4 19 
5 20 
6 21 
7 22 
8 23 
9 24 
10 25 
ll 26 
12 27 
13 28 
4 29.. 
1b... 30 





: ‘Total for 26 days, 4,970,379 copies. 
NET AVEKAGE FOR NOVEMBER, 


191,168 copies per day 


Wm. L. McLEan, Publisher. 

PHILADELPHIA, Dec. 6th, 1904. 

In Philadeiphia there are about 230,000 homes. 
The BULLETIN’s circulation, which during the 
month of Novessber averaged 191.168 copies per 
day, goes each evening into a majority of these 
homes. 

Pht may mm od German Daily Gazette. Aver- 

seis six mos. 1904, daily 48.942, Sun- 
Gans 87, 268. Sworn statement. Cir. books open. 


Philadelphia, Press. Daily average year ed 
ing October 31, 1904, 118,149 net copies sold. 


Philadelphia. Sunday School Times, weekly. 
frome for 193, 102.961. Send for rates to 
The Religious Press Associati Association, Philadelphia. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


November Circulation 


The following statement shows the actual cir- 
culation of THE EVENING TELEGRAPH for each 
day in the month of November, 1904: 








NET AVERAGE FOR NOVEMBER 


144,450 copies per day 


BARCLAY H. WARBURTON, President. 
Philadelphia, Dec. 5, 1904. 











Philadelphia, Farin Journal, monthly, Wil- 
mer Atkinson Company, publi shers Average 
for 1903, 544.676, inters’ Ink awarded 
the seventh Sugar Bowl to Farm Journal with this 

inscription : 
* swarded June 25th, 1902 
“ Printers’ Ink, ‘The Lie, 
‘ Schoolmaster’ in the Art of 
3 « “Advertising, to the Farm 
* Journal. After acanvassiug 
“of merits extending over a 
“period of half a year, that paper, among all 
** those published in the Unit tates, has been 

"pronounced the one that best serves its ae 
“as an ed nd ¢ Sor the agricultu- 

“ral population, and as an effective and economi- 
“cal medium for communicating with them, 
“ through its s advertising columns.” 


Philadelphia. The Grocery World. Actual 
average year ending August, 1904, 11,741. 





Pittsburg, Labor World, wy. Av. 1903, 184. 
088. Reaches best t paid class of workinen in UR 


Pottsville, Evening Chronicle.  OMicial county 
organ. Daily average 1903, 6,64 


Weat Chester, Locai News. daly Ww. @. 
Hodgson. Average for 1903 15,168. 


Willlamsport. Grit. America's Greatest 
Weekly. Net paid average 1903, 181.868. Smith 
& Thompson, Keps., New York.and Chicago. 


York. Dispatch, daily. Dispatch Publishin, 
Co. Average for 1903, 8,108. . 


RHODE. ISLAND. 


Providence, Daily Journal, 16,485 (@0), 
Sunday, 19,892 (@@). Evening Bulletin oh 
average 1903. Providence Journal Co.. pubs 


Weaterly, Sun. Geo. H. Utter, pub. Average 
(903, 4,888. Only daily in So. Rhode Island. 


SOUTH CAROLINA. 


Oharleaton, Evening Post. Actual dy. aver. 
for third 3 months 1904, 8.974, 


Columbia, State, daily. State Co., publishers, 
Actual aver. for 1903, daily, 6.568 (OO): seni 
weekly. 2,016; Sunday,?%.705 — Actual aver. 
for September, 1904, daily 8,649, Sunday 9,902, 


TENNESSEE. 


Chattanooga, Crabtree’s Weekly Press. Aver- 
age September and October, 41,686 (:). 


Lewiaburg, Tribune. semi-weekly. W. M 
Carter. Actual average /93, 1,20 


Memphi«, Commercial Appeal daily, Sunday, 
weekl Average 1903 28,989, Sunday 
88.0 0, weekly 77. $21 (964). ist 6 months, 1904, 
daily 88,447, Sunday 45.898, weekly 88,109. 


Memphis, Morning News. Actual daily aver- 
age for 1903, 17,594, For six months ending 
June, 1904, 21.589. 

Nashville. Banner, daily. Aver. for year 1903, 

222. Six months 1904, 20.851. Only Nash 
ville dailyeligible to Roll of Honor. 


TEXAS. 


Denton. Venton Co. Record and Chronicle 
w’y. W.C. Edwards. Average for 1903, 2,689. 

El Paso, Herald. Dy. av. 1903, 8,265; April 
190k, 4,284, Merchants’ canvass showed Hepa 
in 80 per cent of El Paso homes. Only Ei 
daily paper eligible to Roll of Honor. 

Paris, Advocate ¢.. W.N. Furey, pub. Act- 
ual average, 1903, 1.8 


VERMONT. 


marie. Times, daily. F. E. Langley. Aver. 1908, 
2.710. Five months in 1904, 8,062. 


heels Free Press. Daily av. '03, 5.666. 
81-2 mos, to Sept. 15,6.854. At present 6, 900. Ex- 
amined by Association of American Advertisers 

Burlington, News. Jos. Auld. Actual daily 
average 1903, 5,046, sworn av. Aug., 1904, 6,161. 


VIRGINIA. 
Norfolk, Dispatch, daily. Sworn average for 


OR Sor 1903, 7,482; November, 1904, 
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ichmond, News Leader, every evening ex- | 
4 Daily anes February 1, 193, to 
ry 71,1904, 27,41 The largest circula- 
tion between Washington re Atlanta. 
Richmond, Times-Dispatch, morning. Actual 
daily average six months ending ‘une, 1904, 
19,618 High price circulation with no waste 
orduplication. In ninety per cent of Richmona 
homes. The State paper. 


WASHINGTON. 
j Beattie, Times. Actual aver. circulation {st 
months 1904, daily 86,348. Sunday 48,679. 
bile lar gest daily and Sunday in State. 
Tacoma, Ledger. Dy. av. 1903, 12,717; bi 
15, 6153 wy. 9 S912. Average 6 ee, 1904 
18 wl Sto 18,294: wy., 9,501. 8. C. beck! 
ibune Bldg., . Y. & Chi cago. 


"west VIRGINIA. 


Parkersburg, Sentinel, daily. R.E. Hornor, 
pub. Average for 1903, 2.301 (1054), 


Wheeling. News. Daily paid cirewn 9.707, 


Sunda id circu’n 10,82 For 12 months up 
to ‘pri, 1904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined. 


WISCONSIN. 


La Orosse, Chronicle. pateonven tar. end- 
Tune, 1904, &, 885 (38). Aver. Aver. June, 1904, 6 — 


La Crosse, Leader-Press ev ening. 
average 1903, 5,590. “Average June, 1904, é 08, 


Milwaukee. Evening Wisconsin, fy. Kvg. Wis- 
consinCo. Average for 1903, 21,981; December 
1908, 25,090; October, 1904, 27, Wea oon 

Milwaukee, Germania-Abendpost. dy. Av. for 
year end’g Feb.,'04, 28,8763 av. Feb.,’04, 24,808, 

Milwaukee. Journal, daily. Journal Co., pub. 
Av. end. Nov., 1904, 86,688. Nov., 1904, 86.984, 

ioreh. Northwestern. daiiy. og for 

6,488. First six months 1904, 27,22! 
ronan Journal, dally. . Journal ames Co, 
Average for 1903, 8,70 

Racine, Wisconsin an peeotey. Es- 
tablished 1877. Aver. for 1903,83,181. First 10 
months 1904, 86,754. ‘Advertising, $2.80 per inch. 
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Oh Bin yoy il 
un 
sun triad e ily average for 
Rock Sprin Independent. Weekly average 
Sor 1903, 1,055, First eight months 1904. 1.388. 


BRITISH COLUMBIA. 
Yanseev ze ty mma hw & sas: C. Nichol, 
publisher, At e for 
Detober, 1904, 8,089. ga 
Victoria. Colonist, daily. Colonist P. & P. Co. 
Average for 1903, 8,695; June, 1904, 4,808. 


MANITOBA. CAN. 
Winnipeg, Der Nordwesten, Western Canada’s 
German newspaper, covers the entire German 
speaking populution—its exclusive field. Aver- 
age for 12 months ending Jui June 30, 1904, 10,798. 
Phy ey Free Press, daily and weekly. Av. 
for 198, daily, T8824; weekly, 18,908. 
Dat y. November, 1904, 28, 1267. 


NEW BRUNSWICK, CAN. 
St. John. Star. Actual daily average for 
September, 1904, 6,806. 


NOVA SCOTIA, CAN. 


Malifax, Herald (QO ©) and Evening Mail. 
Sworn circulation 16,000. Flat rate. 


ONTARIO, CAN. 


Toronto, Canadian Implement and Vehicle 
Trade, monthly. Average sos ‘or 1908, 5,875. 

Toronto. Star e ir endin 
November, 30, 81, sae he November 84.595. , 

Toronto, The wove. Laraest 3 iapuietien of 
any afternoon ublished in Ontario. Aver. 
ist nine mos. ’04, $2, rst, Av. for Nov. 87,697. 


QUEBEC, CAN. 

Montreal, Herald, fatty. Est. 1808. Actual 
average for 1903, 22,515 

Montreal, La Presse. on pater 
lisher. Actual average 1908, daily 72,894. 
Average April, 1904, 80.116. 

Montreal, Star,dv.&wy. Graham&Co. Av. 
Sor’03, dy. 55,127, wy. 12 60 (1145), Siz mos. 
‘end. May 31, 08, dy. av. 65,147, wy. 122,157. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from 
papers of the requisite grade and class, cost 
twenty cents per line per week. Under a 
YEARLY contract, $20.80 for a full year, ten 
per cent discount, or $18.72 spot cash, if paid 


wholly in advance. 


CALIFORNIA. 

Tra TIMES prints more “Want” and otherclas- 
sified advertisements than the other five 
wspapers in jos Angeles combined. It is the 

median for the exc’ e of commercial intelli- 

gence throughout the whole Southwest. 
Rate—ONE CENT A WORD FOR EACH INSERTION ; 
minimum charge 25 cents. Sworn daily average 
for year 1903, 36.656 copies. Sunday c tion 
riy exceeds 51,000 copies. 


COLORADO. 
se Denver Post, Sunday edition, Dec. 11,1904, 
contained 3,800 different classified ads, & 
total of 88 columns. The Postis the big Want 
medium of the Rocky Mountain region. erate 
for Want advertising in the Post is five cents 
per line each insertion, seven words to the line. 


CONNECTICUT. 
ERIDEN, Conn.. RECORD covers field of 50,000 
population; working people are skilled 
mechanics. Classified rate, cent a word a day, 
five cents a word a week. “Agents Wanted,’ 
etc., half cent a word a day. 


DELAWARE, 
ILMINGTON people use the EVENING JouR- 
NAL for “Want fds.” F Foreign advertisers 
can safely follow the home example. 


N Delaware the only daily paper that guar- 
I antees circulati tion “is “Every Evening.” it 
gl saaee & classified d advertising than all the 
other i 





DISTRICT oP Yn age 
HE Washington, D.C., EVENING B (OO) 
7 carries DOUBLE ‘the nu pa. of Was ADs 
any other paper in W: ~4 —_ more hy 
all of the o the = wk ah “combi ned. 


GEOKGIA. 
HE Atlanta JouRNAL carries three 
many Wants as its chief competitor. 


ILLINOIS, 


EORIA (Ill.) JouRNAL reaches over 13,000 of 
the prosperous people of atone Illinois. 
Rate, one cent per word each issu 


T=> Chicago yd — is the city’s ‘Want 
ad” directory. blished during the year 
pa 10,781 — - “classified” advertising, 
on 634,626 individual advertisements. 

Or these 205,556 were transmitted to the DaiLy 
NEws office by telephone. No free Want ads are 
published. The Darty News rigidly excludes all 
ea maps pens advertisements. “‘Nearly every- 
oF abot who reads the English language in, around 

- Chi 7 oy is the DaILy News,” says 


INDIANA. 
HE Marion LEADER is recognized as the best 
result getter for want a want ads. 


ERRE HAUTE STAR carr: carries more Wass ads 
than all other ‘terre Haute dailies. 





NDIANAPOLIS Star since Jan first has 

more than doubled the volume of its Classi- 

fied advertising. On Bandeg. April 16, the Staz 
ed more than two full pages of Want Ads, 


as Indianapolis News d NEws gazing me first six 
months of 1904 printed 66,240 more classified 
pet apron ved yaaa all other dailies 4 \ndiea 
a combin rin tal o 1 
arate paid Want ‘Sas _— Tf. that time. —— 


UNCIK Sean carries me more want ads than 
any other Indiana_ morn newspaper, 
with there ption of the Indi Dol STaR. 





IOWA. 
HE Des Moines CaPiraL guarantees the larg. 
$ dally newspan in Ly s a of Des etna of 
an newspaper. 8 4 wan medium 
oflowa. Rate, on e cent a w By the month, 
$i per. Tine, A hy is publiehea ey evenings a week. 


KENTUCKY. 
Ts Owensboro DAILY INQUIRER carries 
Want ads every week than any other Owens 
boro newspaper — in any month. Eighteen 
words one week, 25c 


MAINE. a 
HE E G@ EXPRESS carries more Want ads 
than sale other Portland dailies combined. 
MARYLAND. 


r BE Baltimore News carries m ay 3 Ads 
any other Baitimore ‘daily. 1t is the 
ant Ad medium of Baltimore. 


MASSACHUSETTS. 
2 CENTS for 30 wo 5 days. DaILy ENTER 
rae, Brockton, . carries solid page 
Want ads. Circulation exceeds 10,000. 


NHE Boston TRAVELER pu publishes more Want 

advertising than any other exclusively even- 

ing paper in its field, and eh advertisement 
is paid for at the established 


ap Bop i" EVENING TRA Taanecnter is the lead 

i. 5. Pleo medium in New 
It prints more advertis ements of schools and in 
structors than all other Boston dailies combined 


[HE Boston GLOBE, daily and Sunday, carries 
more “want” ads than any other as New 
Engiand because it brings results to the adver- 
Siew. During the six months of 1904 the 
m GLOBE printed 213,506 paid “wants,” 
which was 81,004 more than appeared in 
other Boston paper. Every “want” ad was 
for at the regular card rate, and there were no 
deals or discounts. 





MICHIGAN. 
AGINAW CovuriER-HERALD (daily), only Sun- 
day paper; result ter; ons ion in ex- 
cess of 1 4000; 1c. word; }¢c. su 
MINNESOTA, 


Ts Minneapolis JOURNAL carried over 56 per 
cent more Want ads during - — 
other Minneapolis daily—near a 
more during first eleven months 1004. No free 
Wants and no objectionable Wants. Circulation 
1998, 57,039; now, 66,308. 
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HE St. Pay DISPATCH is the leading “‘Want’’ 
T medium in the Northwest, read and relied 
upon by everybod, “ee Fa city 4 territory; 
more ro circulation than the other St. Paul 
dailies mabined: ined; brings. replies at smallest cost. 
C 1903 —53,044 ; now 57,624. 


HE Mivsnaroud TRIBUNE is the recognized 
Ts, it ad of XN and has 








been =— ‘many ears. It is the oldest Minne- 
has over 94,000 subscribers, 
000 each day over and above any 
= Beepolte daily. Its evening edition 
alone has a larger eivoulntion in ae T4 
many thousan Sy oan any ep ane 
Itp over Want a wortise: 
ments every tah at full pre average of two 
a day), no free a price covers both 
rning and evening issues. No other Min- 
neapois daily carries anywhere near the num- 
d Wanted advertisements or the 
| Ae n volume. 


MISSOURI. 

T= Joplin GLOBE carries more Want ade 
than all other nepers in Southwest Missouri 
combined, because i 

cord. Minimum, 15c. 


HE Kansas City JOURNAL (every mornin, 
including Sunday), one of the rec peocunes 
Want ad mediums of the United States; 21 to 35 
columns ‘paid Wants Sunday; 7 to 10 columns 

daily. Kate, 5 centsa nonpariel line. 


NEBRASKA. 
HE Lincoln DaILy Stak, the best ‘‘Want Ad” 
medium at Nebraska’s cogent, Guaranteed 
circulation exceeds 16,000 daily. Rates, 1 cent 
per word. Sunday Want ads receive extra in- 
sertion in Saturd. ae ry edition if copy is 
received in time. DaILv StaR. Lincoln, Neb. 


NEW JERSEY. 


Fmt 800, DAILy JoURNAL covers population 
Largest circulation. Brings re- 
ts. Only * Want” medium. Cent a word. 





t gives results. One centa 


NEW YORK. 
(PER Fost Bxrames is the best afternoon Want 
ad. nD . 





LBANY EVENING JOURNAL, Eastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon, N.Y. Great 
est Want ad in W ee 


N Binghamton the LrapER carries brgest 
ronage; hence pays best. BECKWITH, } PY 


UFFALO NEWS with over 87,000 circulation, 
isthe only Want Medium in Buffalo and the 
Want Medium in the State, outside of 

New York City. 


Ts TrmEs-UNION, of Albar Albany, New York. Bet- 

ter medium for wants and other classified 

matter than any other paper in Albany, and 

 ngaemaee a circulation greater than el other 
'y papers in that city. 


Pred INK, published weekly. The rec- 

A pew and leading Wantad medium for 

ad mediums, mail order articles, aavertis- 

ing’ noveltie, printing written circulars, 

stamps, office ces, adwriting, half- 

tone making, and a. anything which 

interests and ap vertisers and busi- 

ness men. Clasnified advertisements, 20 cents 

a line per issue flat ; six words toa line, Sample 
copies, ten cents. 





onto. 
ps Zanesville the TrmES-RECORDER prints twice 
as many Want ads as any other paper. 


Ts Zanesville SIGNAL reaches 64 towns in 8. E. 
Ohio, also 68 rural routes; ic. a word net. 


OUNGSTOWN VinpicaTor—Leading “Want” 
médiam. 1c, per word. Largest circulation 





OKLATIOMA. 
[THE OKLAHOMAN. Okla. City, soe. Publishes 
more Wants than nany four four Okla. competitors, 
PENNSYLVANIA. 


ILKES-BARRE (Pa.) Times. Circulation over 
11,000 daily, Classified rate, 5 cent a line. 


THE Chester, Pa., Timms carries from two to 
five times more clasrifled ads than any 
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HILADELPHIA ty Ra. EVENING gee 
Want ads in lladeiphia homes 

goes daily into more fhtedet q., ‘tha 
any other medium. hia there are 
about 230,000 homes. San buupaeite crovletinn, 
which during the month of August ave 
185,017 copies per day, net = (see Roll of 
Honor), goes each Phiindelpu a majority 
of these homes - Philad es camels eve 
body reads THE B ULLETIN wil 
not print in its ade caiutane A nh - 
of a misleading or doubtful nature, those that 

carry stamp or coin clauses, nor those that do 
not offer legitimate employment. 


VERMONT. 


HE Burlington Datty News is the popular 
— and the Want medium of the city. 
Reaches twice as people as any other = 
jes more Want aas. Absolute a 
any advertiser in Burlington terri 


VIRGINIA. 


Nie E News LEADER, pa ublished every afternoon 
except Sunday, Richmond, Va. Largest 
circulation by long odds (27,414 aver. 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WISCONSIN. 
N°.5 paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior 
Wisconsin. 


A ager y GAZETTE, ¢ daily and_ weekly, 
500 subscribers in the million dol- 


lai 

of the Northwest. Rates; W: 
lines 3 times, 25c.; weekly, 5c. line. Big 
from little tal. 


HE MILWAUKRE SENTINEL not only leads i 

field in both display and classified, but og 

ried more than one-half of all the classified car- 

ried by the five Milwaukee evening and morning 
papers combined. 

Daily, 7c. per line; Sund: MPANY, line; lower 

on contracts. SENTINEL Y, Milwaukee, 

s. 


CANADA. 


MRE Halifax HERALD (@@) and the Ma1r—Nova 
Scotia’s recognized Want ad mediums. 


LA PRESSE,  Mentoens. Largest daily circula- 

tion in Canada without exception. (Daily 

_— Saturdays 105,000.) Carries more want ads 
han any French newspaper in the w world. 


I[PHE DAILY TELEGRAPH, St. John, N. B., is the 
Tt ae ad medium of the maritime provinces. 
lasges circulation and most up-to-date paper of 
rn Canada, Want om one cent a word. 
Minimum charge 25 cents. 


‘Tia Toronto DaiLy STAR is necessary to any 
Vag 4 who wants to cover the Toronto 

Carries more general adve' than 
pm aie Toronto pe. & eere daily average 
circulation, Novem! ber, ’04, 34, 


6 er" Montreal DAILY STAR ry lh more Want 

vertisements than all other meutren’ 
dailies combinea. The FAMILY HERALD 
WEEELY STAR carries more Want advertisemeute 
than any other weekly paper in Canada. 


A fg ye feature of the Toronto EVEN- 
TELEGRAM’S classified advertisements 
is that tth are all true to their headings; there 
are no fake, improper or doubtful advertise- 
ments noneeeed. This gives the fae b —— 
confidence in Loney nyt La Ry e large 
lation is perhap it reason why _ 
bring suc! splendid results t rewulis to the advertisers. 


HE Winnipeg FREE FREE PRESS carries more 
is ee a —_ an: Cae od 
rin Canada and more advertisemen' 

of ait Patare than are contained in all tans other 
dail papers published in the Canadian North- 
bs — ined. Moreover, the FREE PRESS car- 
larger volume of general [advertising 

i any other daily paper in the Dominion 


BRITISH COLUMBIA. 
TT Victoria CoLONIST covers the entire prov 
ince of British Columbia (braneh office ir 
Vancouver). More “WANT” ads appear in the 
Sunday CoLonisT than in any other paper west 
of Winnipeg. One cent a word each issue. Sam- 
ple copies free. 
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One Hundred) 


Seventy-fiveho. 
Fifty Dolbr 


Twenty-fivepll 




















On January roth, 1905, The Printers’ Ink P@hing 
above named to the respective parties who have sm the | 
largest number of paid-in-advance annual subscrigisto I 
of Two Dollars per year. 

Anyone may compete for the above cash ams, pr 
scriptions and thus qualifies as a canvasser for thefile Sc 
per cent. on every prepaid annual subscription heqpbtait 
six or three months at the proportionate prices aetain 
Two six-months’ subscriptions or four three-montliffbscri 
scription in the competition for the cash prizes. 

If a present subscriber extends his own subse for 
rate, he may also qualify as a canvasser, and he mignif 
and he has also the right to retain 50 per cent. com@ion 
he cares to prepay, thus making the price to him§g net, 








The special offer and all attendingivil 


newsdealers, publishers and subscrib@AB 
31, 1904. 





THE Pate! 


New York City, 10 Spruce Street, C 
Nov. 23, 1904. 
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ddollars Award 
elollars Award 








irs Award 





ivebllars Award 





nk Pghing Company will mail four checks for the sums 
ave sim the largest, second largest, third largest, and fourth 
bscrigis to Printers’ Ink at the now prevailing special rate 


ash ams, provided he sends in three prepaid annual sub- 
or theftle Schoolmaster. The canvasser may also retain 50 
mn he@pbtain. A canvasser may sell trial subscriptions for . 
ices @metain the proportionate commission of 50 per cent. 
nontifibscriptions are credited to him as one annual sub- 
S, 

ubscipn for at least three years at the special Two Dollar 
he mignify his intention to compete for the cash prizes, 
. comion from the total amount of annual subscriptions 
him §@ net,on each yearly subscription. 


dingivileges and commissions to canvassers, 
crib@ABSOLUTELY terminate on December 


t PMTERS’ INK PUBLISHING COMPANY, 
CHAS. J. ZINGG, Manager. 
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A JOURNAL FOR ADVERTISERS. 


_r—r—r——ww" 
THE PRINTERS’ INK PUBLISHING 


COMPANY, Publishers. 


—“r_—rvr—w—*®* 
Issued every Wednesday. Subscription 
price, five dollars a year,inadvance. Tencenisa 
copy. Six dollars a hundred. Being —— from 
stereotype plates it is always possible to supply 
back numbers if wanted in lots of 500 or more. 





i s 





ADVERTISING RATES : 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepage ($40). 

Yor specified ition selected by the adver- 
tisers, if granted, douple price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 


and ce for rata. 
vertisement taken. Six 





spa 
Two lines smallest 

words make a line. 
hing appearing as reading matter is in- 


se) ree. 
All advertisements must be handed in one 
week in advance. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 





Cuar.es J. ZINGG, 
Editor and Manager. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Hill,EC 


NEW YORK, DEC. 21, 1904. 














As a leading financial newspaper, 
the Pittsburg Post issues an in- 
teresting summary of that city’s 
bank deposits. The total is $290,- 
142,122, of which national banks 
have $145,241,265, trust companies 
$86,806,734 and State banks $58,- 
094,123. 


NEEDHAM & Avery, advertising 
agents, at 44 Coal & Iron Ex- 
change, Buffalo, N. Y., for the past 
three years, have dissolved, Mr. 
Avery retiring. The offices have 
been removed to 725 Fidelity 
Building and the business will be 
conducted by Mr. Royal Taft 
Needham. 


As a Western magazine, the 
World To-Day, Chicago, will is- 
sue a special “New West” number 
in February. Instead of being the 
familiar “write-up” special, this 
issue will deal with the financial 
power of the New West, its rail- 
roads and immigration, the great 
Canadian wheat lands, the Paci- 
fic Slope as a national playground, 
the growth and population of the 
Mississippi Valley, Chicago, as the 
capital of the New West, the min- 
ing and lumbering industries of 
the mountains, etc. 
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Tue “bargain day” idea has been 
adopted by the Daily Tribune, 
South Bend, Ind., a day in De- 
cember being set on which that 
paper can be ordered for delivery 
by mail during the coming year 
for $3. The regular price of the 
Tribune delivered by carrier is $6 
per year. 





“Montreav for Tourists” is one 
of Henry P. Phelps’ valuable rail. 
road handbooks, written for the 
Delaware & Hudson Railroad, 
Montreai is one of the most in- 
teresting cities on this continent, 
both historically and as the metro- 
polis of Canada. The writer has 
missed no chance to make the book 
really useful and instructive to the 
tourist. He has “covered” the sub- 
ject well, and with taste. The mat- 
ter is beautifully illustrated and 
printed by the Matthews-Northrup 
Press. 





THE Central Business College, 
of Toronto, announces a corre- 
spondence course in advertising, 
but makes no extravagant claims, 
nor any promise of salaried posi- 
tions. W. H. Shaw, proprietor of 
the institution, maintains that only 
the theory of advertising can be 
taught, and that students can only 
be brought to the point where a 
good start can be obtained in actual 
business. A booklet, “Better Ad- 
vertising,” explains the course, par- 
ticularly in its bearing on retail 
- "oroee who need better meth- 

S, 





THE growing business of the 
Massengale Advertising Agency, 
Atlanta, has led to the opening of 
a branch office in Richmond, Va., 
which will handle the agency’s ac- 
counts in the territory east o 
North Carolina. C. B. Hanson 
will have charge of this branch, 
leaving the News, Monterey, Mex- 
ico, of which he has for several 
years been general manager. In the 
past Mr. Massengale has given his 
attention to the outside, devoting 
his time to the upbuilding of his 
agency’s lists of accounts. In 
future he will devote his entire 
time to the management of the 
Atlanta office, taking the place of 
B. S. Dunlap, resigned. 
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THE company publishing the 
Morning Herald, Louisville, Ky., 
is reported to be in financial diffi- 
culties, its liabilities being in the 
neighborhood of $120,000 with 
$4,000 of quick assets. It is said 
that a reorganization will be effect- 
ed and the company placed on a 
sound footing without resort to the 
courts. The Herald is an old es- 
tablished paper, dating from 1869. 
George A. Newman, Sr., is presi- 
dent of the Herald Publishing 
Company, 


AN exceptionally tasteful book- 
let called “Holidays and Other 
Days,” shows the many appropri- 
ate gifts in an optician’s stock, such 
as reading glasses, pocket magni- 
fiers, lorgnettes and chains, opera 
glasses, auto-goggles, hygrometers 
and thermometers, etc. Beautiful 
half-tones and effective grouping 
enhance the plainly priced text. 
The book was sent out before the 
Christmas trade began by E, B. 
Meyrowitz, optician, New York, 
Minneapolis and St. Paul. 


MAKING A TRADEMARK 
WORK. 





Industrious trademarks are no 
novelty. The Gold Dust twins 
have used up a tremendous amount 
of energy, the Cream of Wheat 
chef is always busy and there are 
many others of continuous activity. 

The idea of using a trademark 
in a continuous and connected 
series of advertisements is quite 
different, and this thought has been 
worked out very cleverly in a 
series of advertisements now ap- 
pearing in the magazines and 
women’s publications advertising 
None Such Mince Meat, one of the 
products of the Merrell-Soule Co., 
of Syracuse. 

The trademark which appears on 
the package of None Such is a 
comely young woman. This young 
woman, in the name of Miss None 
Such, is supposed to take a series 
of trips—one each month—to the 
various points of the compass 
where the ingredients of the mince 
meat come from, She is accom- 
panied by an elderly person called 
Mrs, Briggs, who is evidently Mrs, 
Wiggs of the Cabbage Patch, dis- 





advertisement has some 
with those that have appeared be- 
fore and those which will come 
after, thus forming a connected 
chain of information and argument, 


guised only by chamge in name. the series are herewith reproduced. 
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The copy is in dialogue form. 
Miss None Such tells Mrs, Briggs 
all about the way None Such 
Mince Meat is made and describes 
in detail the amount of each ingre- 
dient used, where it comes from 
and how carefully, and with what 









en 


scrupulous attention to cleanliness, 
everything is handled in the fac- 
tories—where by the way, the 
series of journeys ends, 


This series of advertising is in- 


teresting, not only because it has 
live people in it but because each 
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Two of the illustrations from 
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A SUBSTANTIAL new monthly 
publication devoted to athletics 
comes from Boston. It is called 
the American Gymnasia and Ath- 
letic Record, and will be published 
chiefly for physical instructors, 
giving methods and news in this 
field. The intention of the editor 
is to give prominence to the best 
features of physical training. 








THE United States Daily, which 
was announced several months 
ago, has finally appeared at De- 
troit. This is the paper that is 
given away as a premium by retail 
merchants who use green trading 
stamps. Contracts are made with 
merchants by the publisher, and to 
each is delivered the number of 
papers the is able to distribute in 
his immediate territory. The cash 
price of the United States Daily is 
one cent. Each copy of the paper 
has, in addition, coupons that are 
equivalent to trading stamps. In 
appearance the journal is a clean, 
interesting newspaper. The pub- 
lisher is S. B. Hutchinson, former- 
ly identified with the Sperry & 
Hutchinson trading stamp concern, 
It is proposed to establish similar 
daily papers in other cities. The 
effect of such a journal on older 
papers will be interesting to watch, 





AN important litiihon regarding 
guessing contests has just been 
rendered by the Postoffice Depart- 
ment. Heretofore it has been the 
rule to tolerate contests which ap- 
peared to call for some skill or 
intellectual effort on the part of 
guessers, as estimating the popular 
vote for President or the number 
of feathers on a chicken. The 
slight difference between such 
contests and pure lotteries, how- 
ever, has led to the exclusion of 
many of these schemes. All cor- 
respondence relating to such con- 
tests, as well as the papers pub- 
lishing advettisements concerning 
them, will hereafter be barred from 
the mails. As this ruling has 
direct bearing on advertising it will 
be well for advertisers and pub- 
lishers contemplating a guessing 
contest to submit the plan to the 
postal authorities before putting it 
into execution. 
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“Cun Calls Out Reserves” was 
the rather yellow heading on a 
recent Wanamaker ad in New 
York papers. Then the writer 
went on to explain that “Great 
armies of housewives have carried 
away the first division, and we are 
ready for the third week’s cam- 
paign.” The ad referred to a china 
sale. 





As a souvenir of the Fourth In- 
ternational Dental Congress, held 
some time ago at St. Louis, the 
Dental Cosmos, Philadelphia, ‘pub- 
lishes a booklet containing a his- 
tory of dental journalism. This is 
virtually a history of the Dental 
Cosmos, for that publication was 
founded in 1859, twenty years after 
the first general recognition of den- 
tistry as a science and a profession, 
There is also a historical sketch of 
the great dental supply house, the 
S. S. White Dental Manufacturing 
Company, which publishes the 
journal. 





A MOVEMENT is on foot to ad- 
vertise American wines. At the 
meeting of the American Wine 
Growers’ Association recently in 
New York City there were repre- 
sentatives of interests aggregating 
$100,000,000. A campaign of pub- 
licity will be undertaken, the purity 
of the product assured, and dis- 
tinctive American labels ‘adopted as 
a guarantee to the consumer, One 
of the officers of the association 
said: “We expect to begin a cam- 
paign of education. Our own peo- 
ple do not know as much about 
their own domestic wines as they 
should, and besides they have not 
yet learned how to drink wines— 
that is, to drink light wines every 
day at meals, as millions of people 
in Italy, in France and _ other 
European countries. The con- 
sumption of wines in this country 
should be three or four times what 
it is to-day, which is only half a 
gallon per capita per annum in the 
United States. In Italy and 
France it is more than thirty-four 
gallons per person. We believe 
that a campaign of wine education 
would result in greater temperance, 
and be productive of social re- 
form.” 
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Tue International Advertising 
Golf Tournament to be held at 
Pinehurst, N. C., January 9 and 
10, is to be a great event, according 
to Frank Presbrey. The qualifica- 
tions for entry were set forth in an 
advertisement on page 41 of 
Printers’ INK, December 14. The 
program is as follows: 

Monday, January goth, 9 a m 


Qualifying Round eighteen holes. L 


Medal play scratch. Medal for the best 
gross score. Bronze medals for each of 
the eight best scores. All players to 
start prior to 11 a m. 
Monday, January goth, 2 p. m. 
Match play in eights. “Pinehurst” 
Gorham sterling silver cup, presented by 
Leonard Tufts, to winner first eight; 
“Seaboard” Gorham sterling silver cup, 
presented by Seaboard Air Line, to 
winner second eight; handsome bronze 
statue of golfer, presented by the South- 
ern Railway, to winner third eight; hand- 
some cup, presented by Frank Presbrey 
and William C. Freeman, New York, to 
winner fourth eight. , 
Tuesday, January roth, 9 a. m. 
Semi-finals between both winning and 
defeated fours in each eight. The win- 
ning fours will play off for the leading 
prizes. The defeated fours will play off 
for medals offered to the winner of the 
defeated four in each set. 
Tuesday, January 1oth, 2 p. m. 
Finals. 


The committee in charge of this 
tournament comprises the follow- 
ing gentlemen: 


Frank Presbrey, 3 W. 2oth Street, 
New York; Wm. C. Freeman, Adv. Man- 
ager the American, New York; Leonard 
Tufts, 282 Congress Street, Boston; D. 
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Erie R. R., New York; W. R. Hotchkin, 
Adv. Mgr. John Wanamaker, New York; 
M. H. Marlin, Marlin Fire Arms Co., 
New Haven, Conn.; Charles A. O’Don- 
nell, Adv. Manager Gazette, Pittsburg; 
John I. Taylor, Boston Globe; . 
Thomas, Lord & Thomas, Chicago; J. A. 
McKay, Town and Country, New York; 
J. L. Stack, General Advertising Agent, 
Tribune Bidg., Chicago; W. E. Conklyn, 
General Eastern Passenger Agent Sea- 
board Air Line, New York; W. R. 
Roberts, Religious Press, Philadelphia; 
Boyd, Adv. Manager the Journal, 
Milwaukee; Arthur S. Higgins, Higgins 

Seiter, New York’; Fred J. Wessels, 
Auditorium Bldg., Chicago; J. W. 
McKinley, 2d Nat’l Bank Bldg., Wash- 
ington, . C.; Crafts W. Higgins, 
Golfers’ Magazine, Chicago; John B. 
Woodward, Eastern Representative Chi- 
cago Daily News, New York 





AVOID LONG LINES. 


The Thomas W. Lawson adver- 
tisements, in large type, extending 
across half the width of the daily 
newspaper page are easy to read; 
the eye follows the lines readily. 
An interesting contrast is noted in 
the W. C. Greene challenge to 
Lawson, set also in large type, oc- 
cupying also half a page of space 
but of full width. The Lawson 
announcements are easy to read. 
Greene’s is most difficult. The eye 
tires in following the almost in- 
terminable line, and when going 
back to take up the next one there 
is difficulty in discovering which is 
next. 








W. Cooke, General Passenger Agent 

















are owners and publishers 








The business of Geo. P. Rowell & Co., owners of the Rowell Advertising 
Agency, also conducted at No. 10 Spruce Street, is a separate concern, 
having no proprietary interest in, nor any share in the management or 
control of Printers Ink or Rowell’s American Newspaper Directory. 


New York City, November 1, 1904. 


NOTICE. 


THE PRINTERS’ INK PUBLISHING COMPANY, 
Offices: 10 Spruce St., New York, 


paper Directory, issued annually, and PRinTERs’ INK, a 
journal for advertisers, published every Wednesday. 

Correspondence, orders and remittances intended for 
the AMERICAN NEwspaPER DIRECTORY or PRINTERS’ 
Ink should be addressed as above, or to 


CHAS. J. ZINGG, Business Manager. 


Rowell’s American News- 
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A CHANGE in rates for space in 
the Red Book, the successful short 
story magazine published in Chi- 
cago, will be made with the Jan- 
uary issue. Charles M. Richter, 
advertising manager of this month- 
ly, says the circulation has been 
increasing at the average rate of 
20,000 copies monthly, and that 
the quarter million mark will have 
been reached by the beginning of 
the year. 





“AWARDED gold medal at the 
Louisiana Purchase Exposition” is 
a phrase that will now become fa- 
miliar in advertisements, Exhivi- 
tors who are lucky enough to se- 
cure an award, however, will not 
receive an actual gold medal, nor 
one of silver where the latter 
award is made. All medals given 
by the St. Louis Fair are bronze. 
The bronze “gold’ medals will be 
stamped “Gold,” and the “silver’ 
medals “Silver.” The Dry Goods 
Economist points out that this is 
entirely satisfactory, for the chief 
use of any kind of medal, or even 
mere honorable mention, is for ad- 
vertising purposes. The exhibitor 
who receives a bronze “gold’ 
medal should put it in the safe and 
advertise it heavily, when it wilt 
become gold in verity. 


A BIG new press has been added 
to the San Francisco Bulletin’s me- 
chanical plant, chiefly to keep pace 
with the growth of that paper’s 
Sunday edition. A Hoe sextuple, 
with color deck, it is said to be 
the finest piece of printing machin- 
ery in California, and is capable 
of turning out 48,000 twelve page 
papers per hour or 24,000 twenty- 
four page papers, with outside 
pages in four colors. “A long 
while ago our Sunday edition pass- 
ed the weekday issues,” says Busi- 
ness Manager J. H. Crothers, “and 
the press run on Sunday mornings 
became a dreaded ordeal. With 
two immense quadruples straining 
every bolt we were hardly able to 
print in time for boats, trains and 
carriers. The new press will make 
work easier in the press-room, the 
paper will be better printed, more 
color will be used, and the Bulle- 
tin can supply all demands for its 
Sunday issue.” 





EIGHTEEN fashion plates on 
stiple paper, accompanied by a 
descriptive folder giving approxi- 
mate prices, all held in a neat port- 
folio, form an effective piece of 
advertising literature distributed 
through the mails from the Brown- 
ing, King & Co. stores throughout 
the United States. 





THE politician is almost as active 
in seeking publicity as the press 
agent for an actress. Paid adver. 
tising is supplanting free political 
notices in some parts of the coun- 
try. In Moline, Ill., during the cam. 
paign, the Evening Mail printed 
all political notices from the candi- 
dates themselves as paid display 
advertising, with the result that 
there was plenty of white space 
around what the candidate had to 
say and it had a good showing. 
Paid political advertising ought to 
be effective for the same reason 
that free reading notices were in- 
effective to advertise the St. Louis 
Exposition. Secretary Stevens, of 
the World’s Fair, said people read 
newspapers for information, but 
only display advertising will con- 
vince them and lead them to act. 





For some months the Red Book, 
Chicago, has been printing pages of 
coupons in its advertising section 
with a request that readers cut 
them out and enclose with in- 
quiries sent to advertisers. The 
plan has been very resultful in se- 
curing credit for inquiries created 
by the Red Book, but when PrintT- 
ERS’ INK was requested to discon- 
tinue a full-page coupon some time 
ago Trumbull White, editor of the 
Red Book, called the attention of 
the Postoffice Department to this 
feature of his magazine. Mr. 
Madden decides that the Chicago 
publication’s coupons, comprising 
four-fifths of two pages, are for- 
eign to the magazine, and not to 
be considered a part thereof. All 
copies of the Red Book containing 
them are subjected to third-class 
postage. The feature has there- 
fore been discontinued. A coupon 
which is a mere incident of a pub- 
lication, occupying a small part of 
the page, does not violate second- 
class requirements. 
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Mr. WETHERALD, of the James 
T. Wetherald Advertising Agency, 
Boston, sold out all his interest in 
the United Drug Company of that 
city, and is no longer either a 
stockholder or a director in that 
company. 


At the annual meeting of the 
St. Louis Advertising Men’s 
League at the St, Nicholas Hotel, 
Thursday night, Dec. 8, the officers 
elected were: Frank L, Osborne, 


president; M. Koenigsberg, first 
vice-president; Chas. H. Jones, 
second vice-president; Geo, H. 


Clements, third vice-president; 
Byron W. Orr, secretary-treasurer, 
The League pledged itself and its 
members, as individuals, to take an 
active hand in the formation of the 
Million Club to boost the New St. 
Louis. A resolution was passed 
and a committee appointed to pre- 
sent it to the Million Club at their 
meeting, Tuesday, Dec. 13, urging 
the Million Club to remember that 
display advertising begets confi- 
dence and compels, while the news 
columns only inform; therefore, 
that wher. the Million Club begins 
its booming of the New St. Louis, 
it should use liberally display ad- 
vertising instead of depending 
solely upon free newspaper notices. 
hb.’ Lee, G, L. Grigg; W: 
L. Pressey and Geo. H. Clements, 
as a committee, will lay the adver- 
tising proposition before the Mil- 
lion Club. The semi-annual ban- 
quet of the League will be held 
Dec. 29th, at the St. Nicholas, 
when representatives of the Mil- 
lion Club will be invited to attend 
and the matter more thoroughly 
discussed, 
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SoMETIMEs the ad written in a 
hurry is best for being direct. It 
takes leisure to write rounded, 
cloudy advertising. 


Agents, recently formed in Lon- 
don, has for its objects the gen- 
eral improvement of advertising 
through co-operation, the protec- 
tion of agents’ interests, the main- 
tenance of close relations with the 
publishing world, etc. Informa- 
tion regarding the organization 
may be had of the secretary, Har- 
old Browne, 163 Queen Victoria 
street, London, E, C. The mem- 
bership now includes the following 
British advertising agents: : 
Anderscn & Co., C. A, G. Browne, 
Saiison Clark & Co., F. E. Coe, 
Thos. Colman & Co., C, Dewynter, 
Ltd.; Dixon & Hunting, Durand, 
Bennett & Co., J. C. Francis & Co., 
Hannaford & Hodges, Ltd., John 
Hart, J. G. King & Son, R. A. 
Knight, C. & D. Layton, London 
Press Exchange, Ltd.; H. Muller 
& Co., C Pool & Co., Sells’ Adver- 
tising Agency, S. Thrower, Charles 
Vernon, A. J. Wilson & Co., Ltd. 
The following gentlemen were 
elected as a Council: Mr, Cox 
(Messrs, Bates, Hendy & Co.); 
H. Dawson (H, Dawson & Co.) ; 
W. R. Horncastle; L. Johnson 
(Messrs, Mitchell & Co.); John 
H. Lile; C. Birchall (Liverpool) ; 
Mr. Crowther (Mather & Crow- 
ther, Ltd.) ; Philin Smith (Smith’s 
Advertising Agency); Mr. White 
(Messrs, R. F. White & Sons); 
F. W. Sears; C, Wilkes; J. Wann 
(of T. B. Browne, Ltd.); S. H. 
Benson (Hon. Treasurer) ; Harold 
Browne. 

















_— 





10 Spruce St., New York City. 
December 14, 1904. 





Change of Location 


The Printers’ Ink Publishing Company, owners 
and publishers of Printers’ Ink, a weekly journal for 
advertisers, and Rowell’s American Newspaper 
Directory, have removed their offices to the second 
floor in the building heretofore occupied. 








CHAS. J. ZINGG, Manager. 
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AN advance in rates is an- 
nounced by the Twentieth Century 
Farmer, Omaha, to take effect Jan- 
uary 1. The increase is from 
eighteen to twenty cents a_ line. 
Contracts for not more than one 
year are being made at the old 
rate before the new goes into 
effect, 


THE new publisher of the Amer- 
ican Advertiser has given the Little 
Schoolmaster an advance sheet of 
the editorial page of the December 
issue of that pwblication. It is 
headed “What we stand for,” and 
one can easily see that it was 
written by General M. Lee Stoessel 
Starke, the belligerent in the 
Tribune Tower, 





THE Ad-writer, St. Louis, pass- 
ed into the hands of a new com- 
pany in July, headed by Charles H, 
Jones. It was then a thirty-page 
publication, appearing at irregular 
intervals. Since then the paper 
has been enlarged to ninety pages, 
improved editorially, and in typo- 
graphical appearance, and has the 
look of success. 
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AT a recent meeting of the Mer. 
cantile Association, of Wilmington, 
Del., the members listened to an 
incisive paper on methods of ad- 
vertising delivered by Alfred Pas- 
chall, of the advertising depart- 
ment of Wanamaker’s Philadelphia 
store. The Mercantile Association 
exists to advertise and promote the 
welfare of Wilmington, and is one 
of the most active organizations of 
its class in the country. 


Tuis year will evidently estab- 
lish a precedent for large adver- 
tising expenditures in t--e automo. 
bile field. The Bates Advertising 
Company has secured an appro- 
priation of $50,000 from the 
Waltham Manufacturing Company, 
to be used in exploiting Orient 
motor cars this spring. Converse 
D. Marsh, chairman of the execu- 
tive committee for the Bates Com- 
pany has also been retained as ad- 
vertising counselor by the Waltham 
people, who share the growing 
opinion of a good many advertisers 
that advertising and the actual se- 
curing of business should be more 
closely linked than is frequently 
the case. 








Special Issue of Printers’ Ink 


JANUARY 11, 1905. 


PRESS DAY JAN. 4, 1905 





For the primary purpose 


of obtaining new subscribers, 





the issue of Printers’ INK for January 11—press day as stated 
above—will be a special edition to all newspapers and mag- 
azines in the United States and Canada that print an average 
issue of more than one thousand copies—the advertiser's 
unit of value. 


The contents of this issue will deal with the self-adver- 
tising of a newspaper or magazine, the possibilities and 
importance of building a want-ad department for a news- 
paper, the building of circulation and the systematic plans for 
obtaining subscriptions for newspapers and magazines. 


It is had in mind to make this issue one of extraordinary 
value and information to every publisher in the United States 
and Canada. 
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Beginning with the current December Number 


STARHKE 


becomes 


PUBLISHER 


of the 


American Advertiser 


He has purchased and combined the Ap 
Man’s HE per with it. The American Ap- 
VERTISER is the oldest advertising journal in 
the world. Starke is determined to make it 
the best. Judge from the December number 
whether he is on the right track. Better— 
judge for a year. You'll be getting lots of 
information and interest while you're judging. 
This coupon lets you do it at half the regular 
price. The American ADVERTISER will not 
have any free list. It is one dollar a /,me 


. . eri 
year. It is worth many times what Adver: 


you pay for it. This offer of a New York! 
Enclosed find 
50 cts. for which 


yearly subscription for 50 cents /sna me soc 
are for one 
beginning 


holds good until January Ist. with ‘the. “December 


yomber, as per special 
offer. 


THIS COUPON SAVES 
YOU 50 CENTS 





M , F Address __ 
Send stamps or coin with it 





Write both very plainly. 
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WEEKLY AD CONTEST. 


THIRTY-SIXTH WEEK. 


In response to the weekly ad 
contest sixty-eight advertisements 
were received in time for report in 
this issue of Printers’ INK. The 
one deemed best of all is here re- 
produced. It was sent in by Rand 
Wood, Box 127, Fairhaven, Mass., 
and it appeared in McClure’s Mag- 


at a glance, and the cut shows what it 
is about. The moment you put your 
eyes on it you know the whole story, 
The conditions which govern the 
weekly ad contest are as follows: 
Any reader may send in an ad which 
he or she notices in any periodical for 
entry. Reasonable care should be exer. 
cised to send what seem to be good 
advertisements. Each week one ad will 
be chosen which is thought to be sy. 
perior to every other submitted in the 
same week. The ad so selected will be 
reproduced in PRINTERS’ INK, if pos 
sible, and the name of the sender, to 








made - to - or 
article. It is hand sewed 
hreurehout, and the trim- 
mings, handle, lock, etc., 


Specify book H.- 





IA “‘Likly’ Bag 


or Trunk appeals to that class who 
desire individuality and distinction in. 
their traveling accessories. It is for such 
people that we have been manufactur- 
ing leather goods for over sixty years, 
Case and it istheir appreciation that has made 
our name the hall-mark of perfection. 

Our goods can he found at most deal- 
or, may be onlered direct from our 


are of the very best ma- actory, We will take pleasure in mail 
testals. ing yont our catalogue upon request 





THIS TRAVE-MARK ON BACH PIBCB 








azine for November, 1904. Acoupon 
good for a paid-in-advance sub- 
scription to Printers’ INK for one 
year was sent to Mr. Wood, who 
writes regarding the advertisement 
he submitted: 

I think that it is one of the best ads 
in the whole book, on account of its 
simplicity. It is plain, you can read it 


gether with the name and date of the 
paper in which it had insertion, will also 
be stated. A coupon good for a year’s 
subscription to Printers’ INK will be 
sent to the person who sends the best 
ad each week. Advertisements coming 
within the sense of this contest should 
preferably be announcements of some 
retail business. The sender must give 
his own name and date of the paper 
in which the ad had insertion. 





NOTES. 


“Seven Reasons Why” is a large fold- 
er from the Daily Telegraph, Harris- 
burg, Pa., giving rates, a circulation 
statement, and comparing the standing 
of that paper with its competitors by 
means of ratings from the American 
Newspaper Directory and Roll of Honor. 


LawreENCE, the Chicago photographer 
who takes pictures with the biggest 
camera in the world, recently secured 
a wonderful view of the Chicago stock- 
yards from a high steel tower, after 
attempts with balloons. The Weekly 
Live Stock Report, published at the 
Chicago stockyards, sends out an ex- 
cellent reproduction of this picture, with 
mate about its readers red ¢ advertising 
value, 


“Home Test’ is a booklet from the 
Home Test Optical Co., 1265 Broadway, 
New York, explaining the company’s 
method of selling spectacles by mail. 
It is not very elaborately printed. 


Aw artistic colored calendar, issued 
as a supplement with Grit, Williamsport, 
Pa., bears on its back a table containing 
150 points of etiquette regarding visits, 
cards, table deportment and good man- 
ners, 


A BOOKLET on the Perkins Press, from 
Tacoma, Wash., gives brief descriptions 
of the newspapers controlled by S. A. 
Perkins, publisher of the Tacoma Daily 
Ledger, Tacoma Daily News, Belling: 
ham Daily Herald, Olympia Da‘ly Re- 
corder and Everett Daily Herald. Sta- 
tistics of these cities are also given. 
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The “Glass Arm” 


isto be found among ad-writers as well 
as among baseball pitchers. This is a 
serious thing for the advertiser. We 
avoid it by co-operative but strict criti- 
cism of all “copy” and drawings.. We 
do not give the writer or artist the 
benefit of any doubt. Our long record 
for strong advertisements and winning 
trade-marks proves this to be the right 
way. Others may céazm a similar 


method. 





The Paul E. Derrick Advertising Agency 


New York London Paris Cape Town Sydney Buenos Aires 
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THOUGHTLETS. 
Be a free thinker—but watch your 
speech! 


* * 
Everything is possible to the man who 
says “I will!” 
* » a 
He who lacks energy lacks the secret 
of accomplishment. 
* * 


“Bad luck” is 
courage holds sway. 


* 


unknown where 


am 


You can’t always judge what a man 
thinks by what he says. 


There is no joy without its sorrow. 
We must have one to temper the other. 
* * * 


Truth may be held under water for 
a while, but it’s bound to bob up some 
time. 

* * * 

Doing nothing is harder than doing 
something to the man who wants to “get 
there.” 

* * 

There is one thing, at least, better 
than riches, and that is a clear con- 
science, 

* * 

“A bad penny always comes back.” 
And so an unkind word will return to 
you some day when, you least expect it. 

* 


There’s a time for work and a time 
for play, and the man who tries to 
crowd one into the other loses the bene- 
fits of both. 

* * 

Smile! Spread good cheer, and let 
kindness and sunshine be with you al- 
ways. After a while, you won’t know 
how to frown nor how to be disagree- 
able. This old world has enough cares 
without your grumbling and_ sufficient 
woe without your troubles. So smile! 
Smile! Jerome P. FLEISHMAN. 

—-_+o-- 

The Bookkeeper, Detroit, recently fin- 
ished a census of readers’ purchases, re- 
ceiving replies to forty-two direct ques- 
tions from 3,794 persons. These re- 
plies established the fact that they pur- 
chase chiefly advertised articles, locally 
and through the mails, in a ratio about 
equal to the prominence of the advertis- 
er. The details of this census have been 
compiled in an interesting booklet. 

es ee 

“PrictuRESQUE WHITEHALL” is a hand- 
some booklet from the Chronicle, White- 
hall, N. Y., describing that town’s 
scenery, advantages, business interests 
and enterprise generally, with informa- 
tion as to the Chronicle’s standing in its 
community. 








Advertisements. 


Advertisements 20 cents a line. Must be handed 
in one week in adrance. Display Ge and 
cuts may be used if desired. 


WANTS. 


iT} ion? 
ATION, ’’ Binghamton, N. Y., 
i neor ants of mfrs’ cnidresees. 


har ye agents to handle 
our line of advertising novelties. ST. 
LOUIS BUTTON CO., St. Louis, Mo. 


PRINTERS’ INK. 


Mo K than 247,000 copies of the morning edj- 
i tion of the World are sold in Greater New 
York every day. Beats any two other papers, 
Ar ancep ADV. student—smart, practica)— 
seeks opening as writer; cereals, medicines; 
any line but intoxicants. “ViGKTARIAN,” P. 1 
ANTED—A position by a first-class advertis. 
in a noe gud oeeieee; ey news- 
er experience, a ve you to o 
crees “SReS.,” care of Printers’ Ink. —_ 
posit \NS open for competent news 
workers in all eeerenente. Wnite tor 
booklet. FERNALD’S NEWSPAPER MEN’S RX. 
CHANGE, 368 Main St., Springfield, Mass, 
ONCERNING TYPE—A Cyclopedia of Every 
day Information for the Non-Printer Adver. 





tising Man; get “typewise”; 64 pp., 0c. " 
ag’ts wanted. A.8, CARNELL, 1b Nassau SNe 


J ANTED Solicitor—txperi«nced advertising 

solicitor, with references, can make profit- 

able arrangement for good income by — 
SPEED PUBLISHING COMPANY, Evansville,In 

ANTED—Linot machinist-operator, with 

A $3,000 in cash, to purchase one-third inter 

est in Ohio morning and weekly newspaper and 

job office. A splendid opening for a reliable 

man. Address “i. G.,” care Printers’ Ink. 


V J ANT"D—Position as business or advertis. 
ing manager on newspaper; ten years’ 
experience on metropolitan papers; employed 
now; 33 years old; highest reterence; good gal- 
ary required. Address “L. T.,” Printers’ Ink. 


7 ANTED—Responsible agents for States or 
rroup of States to represent us in the line 

ot Artistic Calendars (p n or bas-relief) and 
other advertising novelties. Address ALFRED 
$8. CAMPBELL ART COMPANY, Elizabeth, N./. 


ESTERN representative of large Advertis- 

ing Novelty concern desires to obtaina 

few additional lines of exceptionally good ad- 
vertising novelties. ill be in New York City 
about Jan. Ist. Address “L. H. F.,” care of 
Printers’ Ink. 


VERY ADVERTISER and mail-order dealer 
should read THE WESTERN MONTHLY, an ad- 
vertiser’s magazine. Largest circulation of any 
advertising journal in America. Sample copy 
free. THK WESTERN MONTHLY, 815 Grand 
Ave., Kansas City, Mo. 


DVERTISING solicitor (35), first-class adwrit- 

er, 18 years with metropolitan dailies, de- 

sires similar position with nee y sheet, Can 
assume executive responsibilities and show high- 
est testimonials. Address ‘EX PERT,” 502 Cam- 
bridge 8t., Alliston, Mass. 


ANTED—I want to buy a half interest or the 

whole of a monthly mechanical journal 

or magazine which has a good subscription and 

advertising field. If you have a good proposi- 

tion and want to interest me, send definite infor 
mation to “INVESTOK,” care of Printers’ Ink, 


B=2curive, CLERICAL, TECHNICAL AND 
4 SALESMAN POSITIONS—We want men 
immediately to fill hundreds of Executive, 
Clerical, Technical and Salesman positions, pay- 
ing from $1,000 to $5,000 a year. If you area 


ition you desire. 
HAPGOODS (Inc.), Brain Brokers, Suite 511, 
Broadway, New York. 


. 4 YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified col- 
umns of RS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce St. 
New York. Such advertisements will be inserted 
at 20 cents per line, six words to the line. PRINT 
FRs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than anv other publication in the United States. 


HAVE resigned my position asadvertising 
manager of one of the leading trade jour- 
nals of the country, to take effect January 1. 

If you are not Popeye represented or not 
represented at all in Chicago, let me hear from 
_ Have had years of experience. Know how 
Ihave the hurtling havit ond Lace weaker 

iu iz an on’t mon 
with booze. Add sf 
“ADMAN.” 


Care of Printers’ Ink, 





ame 


—“—— ~~ =, YT 





r the 








oe MAN, now circulation manager of 
Yeauy espet in ity of over, 200 popula 
¥ — A 8 r position anges, or on 
gem eekly. aoe ch 4 taking e ny 
of — de) 
uu can use & live} oan. who will work for 
employer's interests and can produce results, 
“COMPETENT,” 
Care Printers’ Ink. 
ANTED—Clerks and others with common 
W school educations only, who wish to qual- 
ity for reaay positions at & week and over, to 
write for free copy of m lead new prospectus and 
endorsements from in a every- 


Soo One guateane SS x4 2, gooteee 
000, and mo number carn & 
enon adwriter in New York owes yo — 


ces within 2 ay few moutine to my teachings. De- 
mand exceed SS Wy 

GEORGE i. @WELL, Advertising and ue 
ness Expert, 82 Temple Court, New York 


Advertising Manager 


Experienced advertising man desires to 
make a change. For past six years ad- 
vertising manager of one of the most 
progressive manufacturing concerns in 
the country. Competent to take full 
charge of an advertising and printing de- 
partment, or to develop such a cepart- 
ment where not already in existerce. 
Experienced catalog man and able to 
prepare booklets, folders, etc., and ads 
for trade papers and magazines, which 
will bring results. Fully posted on print- 
ing, including costs of paper stock, com- 
position, etc.,and competent to manage 
private printing plant. 

Address “H. H.,” care of Printers’ Ink. 





AS& ENCY WANTED— 

The undersigned, a firm 
of long standing and with an 
established trade of consider- 
able proportions, desires ex- 
clusive agency for New York 
City (or larger territory), of 
good specialty (mechanical 
preferred). Have good sell- ¢ 
ing staff, finely located space 
for show-rooms, etc. THE 
HAMILTON-LOW CO.,145 
East 42d Street, N. Y. City. 


ny 


PRINTERS. 


Pa. Write R. CARLETON, Omaha, 
Neb., for copyright lode lodge cut cata talogue. 


ooD PRINTING—500-envelopes, $1.50; ,000 for 
$2.00. Other printing, same rate, SUN 
PUB. CO., Paulsboro, N.J. 


IRCULAR PRINTING — ING — 10,000 dodge: size 
6x1z, good news paper. #3.00, delivered. f.0.b. 
your city ; 6x9 size, good 50-lb. book stock, 
per thousand. elivered to you; cash with order; 
work all guaran send for samples and tell 
| Pay om THE BECKMAN- WILSON CO., 


——__ +o 
PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(@@). 253 Broadway, New York. 
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PRINTING. 


reasonable prices. 


at MERIT 
— eee Pa, 


Ppa 





A DDRESSES 1 FOR SALE. 


55000 TRE SAS, ¥, trmers, 


ERO ea 
INDEX CARDS. 
xoax CARDS, all kinds; 8 kinds; send sam) 3 and get 


rices before cetenine. BLAIR 
PRINT! G CO., Cincinnati, O 


SIGNS. 


Ihe $am Hoke Paint-Printed $teel $igns are 
different. They are made on heavy sheet 
steel, heavily machine painted back and front 
with oil paints; the lettering, any colors, is print- 
ed on, but with oil paints and by a special pro- 
cess; mounted on strong wood frames ready for 
placing on sides of stores that sell your goods. 
They are better looking than hand-made, though 
cheap as stenciled. They are almost everlasting. 
Cost about 10c. a square foot—more in small 
lots, less in large lots. } 

We secure locations and place these Signs at 
about same cost as for the making—up or down, 
according to quantities in each city. 

The gam Hoke $ign $hops, New York. 

630 West 52d St. (North River). 


PREMIUMS, © 


Resa goods are trade builders. Thou 
\ sands of suggestive premiums suitable for 
publishers and others from the foremost makers 
and wholesale aeaiers in ——e. and kindred 
lines. 600-page list Pgh. } 
published annually, 
MYERS ('(0.. 46w. 48-50 52 Maiden Laue, N.Y. 








—_——_—_++9o)———. 
DECORATED TIN BOXES. 


‘P.HE appearance of a packa kage ofttimes sells it. 
r You cannot magins how beautifully tin 
boxes can be decorated and how cheap they are, 
until you get >ur samples and quotations. [ast 
year we made, among many other things, over 
ten million Cascaret boxes and five million vas- 
eline boxes and caps. Send for the tin desk re- 
1 d d hi desk 
minder called “ Do It Ban id a3. is free; so are 
any a 8 you ma: 
oRICAN TOPPER COMPANY, 
11 Verona street, 
Brook) New York. 
on pe ‘maker of Tiu Boxes outside of the 


+o 


MAIL-ORDER DER NOVELTIES, 


RITE to-day for free yr free “Book of Specialties,” 

an illustrated catalogue of latest imported 

ane domestic novelties, watches, plated jewelry. 

cutlery and optical goods—wholesale only. 
SINGER BROS., 82 Bowery, N. Y. 





——_+o>—_—_—_—_. 
TRADE JOURNALS. 


ARKDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (Q@). 253 Broadway, New York. 
tee 


COIN CARDS. 


S PER 1,000. Less for more; any printing. 
THE COIN WRAPPER CO.. Detroit. Mich. 


1 5000 sisie Bin Matin Co. I Ft. AleaRison ie. 


POSTAL CARDS. 


P® ICES and samples of post cards Write 
STANDARD, 61 Ann Street, N. Y. 
anes onal 


BOOKS. 


as Ce PROTROT 12 . vook mailed 
Rk. ACEY, Patent and 
Trade Mark c Experts, ‘Weahington a, D.C. 
Establish 


W Epstkn’s New Imperial Imperial Dictionary. ineest 
Revised; new types! bound in full law sh 

thumb indexed; $5. fines thousands of wo! 

not in “Unabridged” or “International.” 

on approval. KING, 112 William st., New York. 














ADVERTISING MEDIA. 


10S CENTS per line for advertising in THE 
JUNIOR, Bethlehem, Pa. 


ARDWARE DEALERS’ MAGAZINE Circu 
lation 17,000 (@@). 253 Broadway, New York. 


DVERTISEKS’ GUIDE, Newmarket, N.J. A 
postal curd request will bring sample copy. 


HE EVANGEL, 
Scranton, Pa. 
Thirteenth year; 20c. agate line 


NY person advertising in PRINTERS’ INK to 
the amount of $10 ur more is entitled to re- 
ceive tne paper for one year 


HE TROY (6.) REQORD is the only small 
town daily in the whole wide world suecess- 
fully published withouc a weekly edition, a 
Zoe ay ton vy or county or city legal adver- 
ising as boo 


3 INCHES 1 month in 100 Illinois country 
2) weekly new: pers, $50. Total circulation. 
100,000 weekly. e on pplication. We 
have other lists _in ines iddle West. CHICAGO 
NEWSPAPER UNION, 10 Spruce St.,New York. 


2 — CHATTANOOGA PRESS, Chat- 
tanooga, Tenn., 45,000 circulation guaran- 
proven; 18,000 readers. medium 
sooth for mail-order and general Ndvertising. 
Rate, 15 cents a line for keyed ads. No proof, no 
pay. 





A ANY OBJECTIONS 
TO 

SOUTHEASTERN OHIO MONEY! 
If not, then get after it through the ad- 
columns of 

THE ZANESVILLE SIGNAL 

Zanesville alone, the section’s metrop- 

olis, numbers 30,000 people. Nine coun- 
ties constitute the rest of it. The Si1@- 
NAL leads the way in Zanesville, and 
holds fast to leadership in those popu- 
lous, bustling, busy nine counties, It 
goes every afternoon but Sunday into 
hundreds of rural communities and 
into 64 surrounding towns. Gives its 
readers copious Associated Press news, 
fresh from the wires, and covers the 
local field with latest reports of South- 
eastern Ohio happenings gathered by 
live correspondents in every section of 
the territory. Because it is a paper 
that’s read and stuck to, it is the paper 
to advertise in and tie to. Circulation 
guaranteed exceeding 5,000. Rate, 14 
cents an inch flat. 

THE ZANESVILLE SIGNAL, 

James R. Alexander, Publisher, 
Zanesville, Ohio. 











——6“o0ooe—— 
DESIGNERS AND ILLUSTRATORS. 
SnaninG, illustrating, engrossing, illumi- 


aving, lit hi art % Pe 
ing. "THE kK iNSLEY Byit hographing, arto 


HALF-TONES. 


NS PER be ay rs. 
75c.; 3x4, $1; 4x5, $1.60, 
Delivered w a 1 ens “accompanies the order. 
Bend fi 
KXNO SVILLE TENG RAVING CO.. Knoxville, Tenn 
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ADVERTISING NOVELTIES. 


EATHER a1 novelties—best mado--cet. 
orders booklets, catalogu = hep. 
BURNE PRINTING co., Rochester, NY 


66 MAMA,” ” latest n novelty advertising 
O, card; sample and ives te. ys 
SOLLIDAY NOV, ADV. /ORKS, Knox, 1nd, 
ULVEROID SIGNS; htest, cheapest, Fmd 

durable and attractive indoor 

plete line of Pulveroid Novelties and bel 

Samples free. F. ¥, PULVER CO., Rochester, N.Y, 


Aor your ir business has advert 
novelties. Buy them direct. I make 
holder, toothpick cases, nail file. in leather cage, 
Sample of each, 10c. J. TO. KENYON, Owego, N.Y. 


RITE forsample and price new comb’ 

Kitchen Hook and Bill File. Keeps | 
before the housewife and bisiness pod THE 
WHITKHEAD & HOAG Cu., Newark, N, J, 
Branches in all large cities. é 


premiums OR CONVENTION SOUVEN 
ade from nails. They're attractive, sub- 

— = and cheap. Sample, a World’s, Fair 

souveD 

WICK HATHAW AY’S C’RN, Box 10, Madison, 0, 


Color Barometers, "tiitsn%. 


maiied in 64 envelope, penny seas. $% 
1.000. includ im rink. Send 10e. ‘or ample 


FINK & SON, 5th, above Chestnut, 


| Buy for Gash 


for export, in quantities, any 
original and worthy counter-selling 
novelty 
toilet), or any attractive sundries which 
are, in my judgment. pted to for- 
eign drug or allied trades—anything, in 
fact, which the retailer will buy and 
can sell. No trash wanted. ere are 
no advertising schemes or other tails to 
this kite—merely clean, straightfor- 
ward business. I will pay mone 
for all the desirable novelties I can find. 
I am a “cinch” for any manufacturer 
with good goods, but vo capital to ex- 
loit ‘hem with, who wuuld give dol- 
or. w my name and a 








to kno 
Plenty of sound references. 


WM. A. RICHARDSON, 
84 Central St., Boston. 








IMITATION TYPEWRITTEN LETTERS. 


TATION written Letters of the 
I grade. i aynemriteen Le ish ribbon of tao ae 
free. Samples for stamp. SMITH PTG. CO., 81 
Broadway, Toledo, Ohio. 


—— +> 
BUSINESS CHANCES. 


passin; 

fronthe’ in advertising, having reached the bur. 
den of succe-s, is in need of funds for sw a 
and enlarged equipment, and incidentally an 
advertising ma er who can take an int t 
and push it where it belongs. Address “A. B.C., 
care of Printers’ Ink, 10 Spruce 8t., New York. 

——_~o—_<— 


MAIL ORDER. 


AIL-ORDER ADVERTISERS—Try house to 
house advertising; it will pay you big. Our 
men will deliver your circulars and catalogues 
direct to the mai.-order buyer. You can reach 
—— who never see a — of any description 
another. When once 
reached the rest is easy. We have reliahte He agent 
well located throughout the United Si and 
Canada. andareina oefeen ioplaceadvertin ising 
matter in the hands of 
pe ol Nr wll DIRKOTORY TRY oil t Ge sent free 
of charge to advertisers who desire to make pees 
consee —~ ge ol the cmetnoeer. We gual 
good Correspo ene. wield 
NATiONAL ADVERTISING CO, 700 Oakland 
Bank building, Chicago. 
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MAILING MACHINES. 


HE DICK Ma TOHLESS RALEK, Ni and 
T quickest. Price $12. F. J LENTINE, 
Mir., 178 Vermont St., Bu alo, N. Y. ‘ 


HOUSE-TU-HOUSE DISTRIBUTING. 


GUARANTEE any advertiser an honest, intel- 
I ligent house-to-house distribution of adver- 
tising matter throu magnons ¢ all the leading towns 
and cities in the Un tates. Fourteen years’ 
experience has enabled me to perfect the best 
system and to render a better service than can 
secured. res’ or by ugh any other agency, 
Write for fu wre jars. 

. ILL A. 


MOLTON, 
National Advertising Distributer, 
442 St. Clair St., Cleveland, O. 


——~+o>—_—_—— 
CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
H lation 17,000(@@). 253 Broadway, New York. 
————- +o 


SPECIALIZED PUBLICATIONS. 


pyanpwans DEALERS’ MAGAZINE. Circu- 
jation 17,000 (@@). 253 Broa” way, New York. 


CEDAR CHESTS. 


OTH-PROOF Cedar Chests—Made of fragrant 
a ape red cedar and absolutely proof 
spent ON Prices low. Send for booklet. 
DMONT PURNITORE CO.. Statesville, N.C. 


PAPER 


B BASSETT & SUTPHIN, 
45 Beekman St,. New York Cit ty 
Coated papers a specialty. + aaa Perfect 
White for Phigh-grade catalogu 


SUPPLIES 


SE “Reliance” absorbent paper on your 
mimeograph. INK dries quick as a wink; 
neversmuts. Get samples and pees from F INK & 
80N, Printers, 5th, near Ch 


D. WILSON PRINTING INK Cw., Limited, 
e of 17 Spruce 8t., New York, sell more muag- 
azine cut inks than any other ink bouse in the 





trade. 
Special prices to cash buyers. 


ie sample of Bernard’s Cold Water l’aste 

will be sent to any publisher, paper-hanger, 

Eeewerepher, cigar maker or manufacturer 

rage te for any purpose and will text its 

mene ERNARD’S AGENCY, Tribune Build- 
ing, Chicago. 

OXINE—A non-explosive, non-burning sub- 

s Doxine re- 


mended by ~ best printers for cleanin and 

protection of half-tones. For sale y the trade 

ee by the DOXO MAN F’G CO., 
nton, la. 


——_+2>—____—_—_ 
CARD INDEX SUPPLIES. 


AVE money, by ing buying from the manufact- 
8 ae rers. Index cond. supplies for all makes of 


STANDARD INDEX CARD CO.. 
Rittenhouse Bldg., Phila. 


onpnmapaeatiiiipeomsasanane 
NEWSPAPER BROKER. 


$18 8,00 Q-Republican « daily and weekly in 
county seat ay 7,000 in Oregon, 
doing gannal business of $27,500, weekly pa: 
Wee ee . Will so sell third oF half if interes a 
or paying propositions. - 
STON, Newspape> Br roker, Jackson, Mi Mich. 


TYPEWRITER RIBBONS. 


costs a little more than 
ordinary ribbons, but 1s 
ane One for60c.; 

. coupon book good for 


Money back without talk if r ae 
Ww oul ‘ou are no’ s- 
fled. "CLARK & ZUGALLA, 100 Gol 


sw = lesen 
ELECTROTYPERS. 


Wen make the electrotypes for v1 
We do the electrotypin for come, of the 
largest advertisers in the oe os wh 


Sy! WE ping CRAWFORD & Cal CALDER, 
8t., New Y 





PRICE CARDS. 
~ END for les of our hand rice cards. 


Made in various styler, per 100 up. BID- 
DLE P.C. CO., 10th and Flibect’S 8ts., Phila., Pa. 
— <> 


FOR SALE. 
8 SALE—Democratic weekly wae ob oes, 
goo usiness; growing - ucky 
town; 92500 WALESBY, Louisville, K 
tn gl PRINTERS ! 


J x w Jaw-brief si 25c. Ib. ang | discount. 
hk. MPIRE TYPE a me , Delevan, N. Y. 


T New 


Cash ak 
evan, N. 


OR SALE—One 3-deck Scott ented line, 24- 
e press, with color at good as 
new, four years old, print sore aan claht col. 
ee. Reasons for se d new Hoe 
es le press. A ress DES MOINES 
cae oines, lowa. 
pe poy TO SETTLE a aa. 
woe Mn ge OB weekly). m.. “— 
newspaper and jo! ces. ished 
anew eee Cash receipts from Jan. 1, 
to Nov. 1, 1904, over $4,000. Half is profit. 
Splendid equipment. eo 000. G. ALLISON 
ND, Eminence, Ky. _ 
A NEWSPAPER ~“Web-Perfecting Press for 
$700. In perfect order and now printing 
an éij pies seven- <a paper. mak: 
space for enlarged equipm 
Sarees in ‘10 days will sell at 














int ._ Ib. 
in pen Homan, tree eh 


above figure. A 


NEWS 
4708 $d Ave., en Brooklyn, aS. E; 


TEW MAKE-UP TABLES AND LN 
TABLES FOR SALE AT LOW PRIVE 
The ing adem Machinery Company. it 
Nassau St., N. Y., and 373 Dearborn St., Chi 
offer for sale in New York City ten’ new 
Make-Up Tables 24x27}, brass top, x Hos 
wooden frames, double wheel trucks; five of 
same in Baltimore, only six months, just as 
good as new;two Hoe 8-foot, bra:s top, seven- 
row, iron fra rame Dumping Banks; one of same, 
12 foot long; one Hamilton 24x36 marble top lm- 
ios ee oF as new, and one Hoe Round 
my ree ble 32x47, good as new. — be 
sold = ow prices—first come, first serv: 
—-_ ++ 


PUBLISHING = OPPORTUNI- 


aye to owna wow ok City aaa 
u can and make Fo ig mo. 
_ — celine a fine prope: 
ie paper secure and profitable. 
it z a good field. 
Yours would be the leadi: mae 
Do you want to Enon Crag 


RRIS, 
Broker in blishine Proper 
253 Broadway, New York. nt 


bene MACHINES. 


culars. e 
WALLACK & CO., 29 Murray St., New York. 
1310 — Blig., 358 Deasteek St., Chicago, Ill. 


B. F. JOLINE & CO., 
128 Liberty St., New York. 


ILLUSTRATIONS. 


IGNATURE ae. Stamp for folder. CAR- 
VETH, Artist. 8, 1612 Wabash Ave., Chicago. 


ADVERTISEMENT CONSTRUCTORS. 


HAS. CUSTER, Ad Constructor, can convince 
customers; $ ads for $1. Humbolat, Tenn. 


|» W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising—your way—his way. 


ge CUTS and advertising copy for rour line 
are cheap enough by our method. ART 
LEAGUE, New York. 
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} ENRY FERRIS, his 
Advertising Wsttor. and Adviser, 
Drexel Building, 1! Lo 
627 Temple Court, New York. 


DVT. WRITING— —aathing more. 
Been at it 14 years. 
JtD SCARBORO, 
557a Halsey St., Brooklyn, N.Y. 


IF YOU NEED 


a booklet, folder, a stro written and set up 
—and delivered in cleckronype e form, if you wish— 
or anything in the way of E: ROFITABLE PRINTING 
CATCHY COMPOSITION, write our IDEA MAN. 
He has had 15 years’ experience, and will produce 
something novel and striking; something that 
will ma PAINTERS INK PRESS, 45 Kose 


St., New 
°T aA NO CRIME 
to be “unusual” in one’s advertising 
matters—'tis not even a misdemeanor when 
that “unusualness” is limited to a distinctly 
pertinent, entirel, decorous and pleasing 
originality, shunning, as it religiously should 
—nay, as it must, to succeed—any sugges- 
tion of Pye ye “horse-play” or “funny- 
ness.”’ A goodly company have discovered of 
late years that entirely decorous and absolutely 
self-respecting publicity neea not dull or 
rosy, and that as a circulating medium good 
onest “‘red-bluod” talks are vastly more potent 
than stereotyped bombast or its modern equiva- 
lent, “Hot Air.” I’ve made lots of advertising 
things that illustrate precisely what I'm talkin; 
about, and bly some of tom might intere: 
you. ‘If you think so, I shall be pleased ve 
you write me, but not on a Posta: 
No. 36. FRANCIS I. MAULE, 402 Sansom &t., Phila. 
——- +2) 


mark 


Ya 


Advertising Agencies. 


Advertisements under this head, two lines or more 
20 pos E — —_ ae eee in one 
week inadvance. Display type ma 

be if desired. ’ 


CALIFORNIA. 
OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 
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RHODE ISLAND. 
F. OSTBY AGENCY, 
O, catchy ideas. : Ftovidenco—— 


oe 
paane aa. ad magazine, news. 





TENNESSEE. 
REFNWOOD ADVERTISING COMPANY 
es Office — J tant, coegeene. Ten eee 
signers an rs of Painted 
t-of-dvor Work Contracted for a 
Strect Bulletins, Wall, ane and Cut Outs, 
Distributing and Sign Tacking. 
Ts risi nea malar ape be 
surprising how much can done in 
re ada with a few papers well chosen and C 
THM DESBAUATS "ADVERTISING aceee 
Ltd., Montreal. . 


HAVE YOU ANYTHING TO SELL 


to the retail grocers and general mer- 
chants of the southwest? Tellit. Tell 
them about it through the RETAIL 
MERCHANT, Dallas, Texas, Itis 
the only grocery paper there. It’s alive, 
Investigate it. 











*Bout “Himself” and “His Work” 


The First Edition of “ Excerpts from His 
Scrap Book” is wg go Second Edition 
now on the press. If y: ur name arrives in 
time, accompanied by iv e Red Stamps, 
copy will be mailed you by 


FRANKLYN HOBBS, 
Composer and Editor of Advertising Let- 
ters, at the ‘* Letter Shop” in the 
Caxtou Block, Chicago. 











ARNHART AND SWASEY, San Francisco. 
ay gest agency west of Chicago; employ 60 
people; save advertisers by ey udiciously 
newspapers, billboards, walls, cars, distributing. 


Unpis-KBW HAI. 4 be Los Angeles, Califor- 
J nia. Estab. Place — a i any 
» EM. Ay, ‘hewapa ers, papers, 
outioor. Effective ads. Mar: eting a, PACI- 
FIC COAST ADVERTISING. 25c. copy; $2 year. 


DISTRICT OF COLUMBIA. 
~ FOR 3-line Want Ad in 16 jeoding dailies, 
+) Send for listsand prices. _L. P. DARRELL 
ADVERTISING AGENCY Star Bldg.,Wash.,L. C. 


NEW JERSEY. 

M4 AIL order advertising a epecialty. THE 

i STANLEY DAY AGENCY, Newmarket, N. J. 
NEW YORE. 


C’eonman AGENCY, 1 Madison Aye., N. Y 
Medical journal advert advertising exclusively. 


oy ag co., seveeg son, 44 Broad 
St., N. ¥. Private wires, n, Phila, ete. 


L omen FRANK & CO., 25 Broad Street, N. Y. 
Generai Advertising Agents. Established 

1872. Chicago. Boston, Philadelphia. Advertis- 
ing of ail kinds placed in every part of the world. 


ORTH AMERICAN ADVERTISING COKPO 
sg me gong 4; e Baiting. 100 William 
ae corner of Jonn. k. A reliable, 
ognized’’ general  aeniiens ES., con- 
trolling first-c! accounts. Customers pay a 
fixed service charge on the net prices actually 
paid by the Agency 


OHIO. 
mA RENCE FE. tUNEY, Runey Bldg., Cincin- 
ati, O. Newspaper, ne, Out-aoor 
Adver welsing. Printing, Designs, Writings. 
PENNSYLVANIA. 


PRE H. 1. IRELAND ADVERTISING AGENCY, 
Established 


Because 


“It is the best religious paper in 
America,” and now 


Aged 45 Years 


is better than ever before, showing 


Ghe Sanday Schoo! Cones 


to new people has gained for it 
thousands of new subscribers. The 
present issues are about 150,000 
copies weekly. 

{ It is subscribed for, read and 
studied by the most intelligent, 


Typical Americans 


wide-awake, progressive Sunday- 
school workers throughout the 
different denominations. 


8oc. per line or $11.20 per inch 
We Shall Be Pleased To Hear From You. 44 





THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a, Pa. 











( 1890), 
925 Chestnut Street, Philadelpbi 
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PRINTERS’ INK. 


No Shade Too Difficult 


The last week of this month will round out my 
eleventh year in the ink business, and I can safely say, 
without exaggeration, that in that time I have mixed 
more shades than any other ink house in the trade. 
Almost every order I receive calls for some ink man’s 
colors to be matched, as I have no specimen book 
of my own. Once in a great while I have 
not been successful in striking the shade at the first 
attempt, but the customer never suffers, as I exchange 
the ink or refund the money. Send for my price list, 
which contains useful hints for relieving troubles in the 
press room. No extra charge for putting my fine job 
inks in tubes. Address 


PRINTERS INK JONSON, 


17 Spruce Street, New York. 





















Quick and 
Good Service 


You probably often find yourself in need of an illustration 
or series of illustrations in a hurry. Perhaps it is for a catalog 
cover, Or a trade paper, magazine or newspaper advertisement. 
Whatever it may be, let us know your requirements and we can 
fill them remarkably well and very quickly. 

Our art department is large and diversified. We can take 
care of anything from a little pencil sketch to a fine wash or 
color drawing, and get the work out promptly. 

We can actually save you time, even though you are at 
some distance from New York. We can not only give quick 
service, but the character and quality is unsurpassed by anything 
you can get anywhere at any price. 

The same is true of copy—give us a trial, whether you are 
in a hurry or not. 


THE GEORGE ETHRIDGE COMPANY, 





No. 33 Union Square, ’ New York City. 
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BY GEORGE ETHRIDGE, 


READERS OF PRINTERS: 
CRITICISM OF COMMERCIAL ART 


No. 1, may, in all fairness, be 
termed a failure. If the intention 
was to make it artistic or attractive, 
it is a failure. If the intention was 
to be humorous, the failure is still 
more marked, If the intention 
was to produce an advertisement 
that would sell goods, it must have 
gone to a queer constituency if it 
sold any stogies. 

It doesn’t seem as if a single per- 
son would wish to purchase any- 
thing so suggestive of accumulated 





moss as this advertisement. This is 
a recent ad, but if you compare it 
with No. 2, you will grant it is a 
long step backward. Yet No. 2 
appeared five or six years ago in a 
series of magazine advertisements 
that attracted much favorable at- 
tention on account of its strength, 
boldness and attractiveness, 

It is sometimes better to do 
things as they have been done 
rather than to try to do things 
in a new or different way, 
which is obviously not so good. 


PRINTERS’ INK. 


COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 


The advertisement designated as Some 








33 UNION SQUARE, N.Y 
FREE’ oF CHARGES 
MATTER SENT TO MR ETHRIDGE. 


people are so afraid of being 
accused of imitation that they re 


Pittsburg * 
Stogics 
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NO.2 


fuse to follow methods which are 
evidently good. 
* * ok 
The only thing to severely criti- 
cise about this Miller beer adver- 












has all the characteristics of the oa” beer 
brought to perfection. 
“It Is the choicest product in the art of 
brewing.” Mild and delicious in flavor, neat 
and attractive In appearance. 
ft is the crowning triumph of a bottied 
beverage. Ask for High Life, 


One THE BEST 
Me vitvounee Beer 


tisement is that the illustration is 
totally inappropriate. People who 
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have their box at the opera may 
drink beer, but they don’t drink it 
while in the box. Perhaps they 
drink it with a little supper after 
the opera; and if so, a scene of that 
character would be appropriate, 
and therefore interesting. . 

There is no argument in a pice 
ture of this kind. It does not mean 
any more than a picture of a horse, 
a dog or a man climbing a tree. 
Of course pictures of women are 
always interesting, but they could 
be shown in a more appropriate 
way in a beer advertisement, 

* * * 

This Union Pacific advertise- 
«ment is worthy of more than pass- 
ing attention. Its extreme sim- 
plicity does not prevent it from 
being remarkably striking. There 
are good reasons for this. The 
white and black are well balanced 






AN EXTRACT FROM 
HER LETTER 






UNION PACIFIC 


‘Inquins aP 
E. L. LOMAX, 6. P. aT. A. 
OmanA, nEBR. 






and the ad is not crowded. The 
outline of the shield is heavy 
enough for strength, but not so 
heavy as to be clumsy, The dis- 
play is all in one face of type—a 
clear, clean gothic, which is in har- 
mony with the border. The result 
is certainly admirable and may 
well be studied by the advocates of 
the “Simple Life.” 
* ¥ * 
The highly original mind which 
conceived this Jackson grate ad- 
vertisement has succeeded in show- 
ing a furnace and a grate fire in 
one and the same quarter page 
advertisement. That is to say, we 
have what must be a section of the 
cellar and a section of the parlor 
grafted or moulded into one. 
The fierce heat which the grate 
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fire throws off somewhat obscures 
our view of the furnace, but it 
probably was thought essential to 
include the furnace just to show 
there was one in the house. As a 
matter of fact the furnace seems 
unnecessary, as any building not 
larger than Madison Square 


ACKSO 


VENTILATING GRATE 


actually gives four times the heat of an 
ordinary open fire. By the perfect ventilat- 
ing system of this grate, warmed out-door 
air is carried into the house, and the impure 
airwithdrawn. There isa complete change 
every 30 minutes. Will heat rooms on dif- 
ferent floors if desired, keeps fire all winter 
(24 hours without attention), and b 

coal, wood or gas. soon saving its cost in its 
economical use of fuel. Will fit any fireplace 
and heat an entire house in spring and fall. 
wily $55 Serie Hai: 07 Meet 
EDWIN A. JACKSON & BRO., 47 Beckman St., New York 





Garden could certainly be amply 
heated by a grate fire radiating so 
tremendously as this one is. 

The only thing to make this ad- 
vertisement complete is the picture 
of the man who tends the furnace, 
the cars in which the coal came 
and the factory where the grate is 
manufactured, 





Suppose that to-morrow every man, 
firm and corporation in the United 
States should cut off every line and 
syllable of the advertising they are now 
carrying; suppose that every window 
display of whatever character should be 
discontinued, that every sign should be 
taken down, that in one day all adver- 
tising of every conceivable kind should 
stop, and remain completely stopped for 
a period of ninety days—and ninety 
days only. What would happen? How 
many wheels would stop turning? How 
many factories would. close? What 
would be the size of the army of the 
unemployed? Would we have a panic 
and hard times? Think it over carefully. 
—Folder from Engineer Publishing Co., 
Chicago. 

- — -- 

A compact perpetual calendar, show- 
ing any date from 1776 to 1955, is made 
a medium for advertising investments by 

. N. Chandler & Co., bankers, 120 
Broadway, New York. 
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READY-MADE ADVERTISEMENTS, 


Readers of PRINTERS’ INK are invitedto send model advertisements, ideas for window 
cards or circulars, and any otver suggestions for bettering this department, 











About all that you can do now 
is to urge your Christmas custom- 
ers to come in the morning if they 
can, and to assure them that it is 
not yet too late to choose accept- 
able gifts from your stock, which, 


in spite of large selling, still con- | 


tains a wide variety of most de- 
sirable gift goods. Of course, you 
should continue to print. suggestive 
lists, right up to and including 
Saturday evening’s paper, with 
brief descriptions and prices, or, 
at least, with the range of prices. 
If possible, you should arrange for 
late Saturday night deliveries—for 
delivery on Sunday morning if it 
seems necessary to the accommo- 
dation of your belated customers— 
and advertise it on Friday night. 
This may seem like overdoing the 
matter, but it isn’t; for this is the 
time of all times when any un- 
usual service on the part of a mer- 
chant is doubly welcome and ap- 
preciated—and some of the friends 
that you make by taking a little 
extra trouble just now to lighten 
their troubles, are going to stick 
to you for years to come. Next 
Monday you want to begin talking 
about New Year's gifts for those 
who were inadvertently overlooked or 
who gave unexpectedly at Christ- 


mas. There is always a chance for 
profitable gleaning after your 
Christmas harvest is over and 


Monday morning is the time to 
begin. Many gifts are deferred, 
for various reasons, from Christ- 
mas till New Year's, and that busi- 
ness ought to be worth the asking. 
And if the character of your mer- 
chandise is such that you can do 
so, advertise to exchange any un- 
satisfactory purchase made at your 
store before Christmas, or to re- 
fund full purchase price. Such an 
offer may occasion some slight in- 
convenience and a seeming loss of 
Profits, but it will make an im- 
pression that should be worth a 
hundred dollars for every dollar it 
may cost. It’s only the regular 
money-back proposition, which has 


been tried out and approved by 
modern merchants in nearly every 
line of business; but if it happens 
that your competitors have not yet 
been converted to it—not only to 
do it willingly and cordially when 
asked to, but to advertise that they 
do it—so much the better for you. 
During the week between Christ- 
mas and New Year’s is also a good 
time to lay plans for some rousing 
special sales early in January, nop 


jonly to stimulate trade in what is 


usually a dull season, but to sort 
of clean house, get rid of goods 


ithat will soon become unseasonable 


and get ready cash in hand for the 
goods that you have got to buy 
pretty soon for your spring trade. 
Jf you think it wiser to hang onto 
Such goods until they become sea- 
sonable again, taking the chance 
of finally being forced to sell them 
at less than you can get now—be- 
cause of changing styles or im- 





proved methods of production 
which will lower prices—why, 
that’s your own funer affair. 


|The Right Sort—From the New Haven, 


Conn., Register, 


ae 
That Boy 


will want something _ for 
Christmas that comes from 
our store, 
_ Skates—The best makes 
in all kinds and sizes—all 
clamp, or key clamp or to 
screw on. 50 cts. up. 
Sleds—A large assortment 
of good sleds_ including 
Flexible Flyers. 75 cts. up. 
Pocket <nives — Every 
kind a boy could ask for 
and the best every time for 
the price. 25 cts. up. 
Express Wagons — Some 
good ones that wont go all 
to pieces. 90 cts. up. 
Buckboards—Three _ kinds 
of buckboards and_ several 
farm and patrol wagons. 
$3.25 up. 
Tool Chests—Some are 
only toys but most have 
good tools from our stock. 


$1.00 up. 
THE JOHN FE. BASSETT 
& COMPANY, 


754 Chapel St. 








New Haven, Conn. 


























How Kaufmann Treats a Time-Worn 
" Subject in the Pittsburg, Pa., Leader. 





| Christmas Slippers 
for All. 


Slippers will serve as ap- 
propriate Christmas presents 
as long as_ the uletide 
thought means the giving of 
comfort and pleasure to the 
recipient. All kinds are 
here for every ‘nember of 
the family—and so many 
styles that you can differen- 
tiate to a nicety in the slip- 
per requirements of all those 
down on your list for slipper 
iving. f 
(Descriptions and prices.) 
KAUFMANN’S, 
Pittsburg, Pa. 











"Another Good Christmas Hint From the 


Philadelphia Bulletin, 





A Good Time to 
Buy Black Silks. 


Many a good mother or 
grandmother gets a_hand- 
some black silk dress pattern 
from some one to whom 
she played Santa Claus in 
the long ago. We have al- 
ways sold a lot of them for 
gifts, but we have not often 
been able to offer such an 
array of good silks below 
value: 

(Items and prices.) 


STRAWBRIDGE & 
CLOTHIER, 
Philadelphia, Pa. 











Suggests Something Decidedly Nice, 
Never a Price—From the Atlanta, 
Journal, 





Milady’s Desk 


Buy from the complete 
stock. 

With pigeon holes and 
drawers enough to _ tuck 
away the hundred and one 
things a woman always likes 
to have under lock and key. 

Done in half a dozen 
woods to match up with the 
suit in  milady’s chamber. 
Some of the most beautiful 
designs that have ever been 
reproduced in ome gar 
old colonial styles in dull 
finish with cut glass pulls 
are among the rest. 

CARMICHAEL’S, 


Atlantic, Ga, 





But 
Ga., 
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This is a Good Idea on Which All the 
Changes Should be Rung—soc., $1, 





$5 Christmas 
Suggestions. 


Many people want to 
spend about this amount for 
a Christmas Gift. We have 
selected a few articles at 
random out of our immense 
stock, and shall be pleased 
to receive a visit of inspec- 
tion on your part. 


1es, 

Pearl Opera Glass, fine 
quality lenses, $5; Chate- 
laine Watch, good time- 
piece and fully guaranteed, 
$5; Rings set with genuine 
pearls, $5; Silver Toilet Set, 
brush, comb and mirror in a 
case; a beauty, $5; Brooch, 
solid gold; large variety, $5; 
Back Combs, also Side 
Combs, fifty patterns, $5; 
Manicure Set, sterling sil- 
ver, in case, $5; Gold mount- 
ea, pearl handled Umbrella, 
.. 

Gentlemen. 

Gold Fobs, large variety, 
$5; Stick Pins, solid gold, 
set with diamond; exclusive 
design, $5; Diamond mount- 
ed Cuff Buttons, $5; Opera 
Glass, extra quality, $5; 
Gold mounted, all-silk Um- 
brella, $5; Military Set, sil- 
ver and a beauty, $5; Solid 
Gold Rings, endless variety, 
$5; Chain and Charm, $5; 
Shaving Set; $5; Brush and 
Comb, in case, $5; 

Hundreds of other suit- 
able gifts to fit every taste 
and every purse. Make 
your __ selections early—a 
small deposit will secure the 
article for you. 


R. G WINTER JEWEL- 
RY CO., 


327 Nicollet Avenue, 
Minneapolis, Minn. 





Very Good. 











A Good 
Christmas Idea 


You’re doubtless puzzled 
about what to give many of 
your friends, aren’t you! 

Why not supply us with 
their names and addresses 
and have us send direct an 
exquisite box of our candies, 
or a fancy basket of fresh 
fruits? Lots of folks are 
doing this, 

HANSCOM’S, 
Philadelphia, Pa. 
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$2.00, $3.00 Christmas Suggestions, 
and So On. From Minneapolis Sun- 
day Times. 
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An Excellent Introductory for Lists 


Prices of Books, From the 
Moines, Ia., Register and Leader. 





“Of the things that make 
for happiness, the love of 
books comes first.”—Myrtle 
Ree 

A good book lasts through 
eternity because it makes its 
impress on life, 

The unmistakable tenden- 
cy of St. Nicholas and his 
army of happy co-workers to 


Buy Books for 
Christmas Giving 


is growing in strength and 
popularity, and “there’s a 
reason” and a “result,” too. 
A good book conveys—with 
delicacy and_ refinement— 
the tokens of love and re- 
membrance, and gives not 
only immediate pleasure, but 
it is a source of lasting en- 
joyment and good cheer. If 
you haven’t been giving 
books (and real pleasure) 
try it this year; if books you 
have always given, your 
friends hope you will con- 
tinue in that delightful way. 
(Titles and prices.) 

THE GREEK LAMP BOOK 
SHOP AND ART 
ROOMS, 

Des Moines, Ia. 








< 





the Minneapolis, Minn., Times. 





Hang a Piano 

on your Christmas Tree. 

Little eyes will brighten, 
sober faces will smile, the 
whole family circle will be 
drawn closer in the bond of 
a “Merry Christmas” under 
the charm of music from 
your own piano, 

Do you know how much 
sunshine a good piano will 
bring into your home? Try 
it—you will be surprised at 
the_ results. 

We offer you the largest 
stock of pianos to_ select 
from. We offer you the fin- 
est makes to choose from— 
Steinway, Knake, Ivers & 
Pond, Emerson, Ludwig, 
Gabler, Smith & Barnes. We 
offer you lowest prices and 
most liberal terms, and have 
a 25-year record back of us 
to assure you that we will 
do as we say. 
METROPOLITAN. MUSIC 

COMPANY, 

41-43 So. Sixth Street, 

Minneapolis, Minn. 
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A Little Different Way to Say It—From 


INK. 


Seasonable and Sensible, 








Oriental Rugs 


A royal gift to the friend 
whose hospitality you have 
enjoyed—what could be ap- 
preciated more. by that 
friend? Pay almost any 
price you please—$1.50 to 
$10,000o—but of course we'll 
sell more for gifts at be- 
tween $10 and $100 than at 
higher or lower prices. 

This is by far the greatest 
Oriental Rug store in this 
city—connoisseurs will tell 
you so, though anybody can 
see it without being told. A 
more varied stock and better 
values than anywhere else— 
some at less than usual im- 
port cost. 


STRAWBRIDGE & 
CLOTHIER, 


- Philadelphia, Pa. 








A Short, 








Christmas Furs 


All this talk about “hon- 
est” furs and certain 
knowledge some people pos- 
sess on the birth and life of 
‘each dear little animal is 
getting farcical. You don’t 
need to know any such stuff 
when you buy from a reli- 
able house. With us your 
child can do as “smart” 
buying as you can do your- 
self. We sell our furs “as 
they are,” for ‘what they 
are,” and as low as any 
honest merchant can _ sell 
them. Buv what you want 
here; if it isn’t what we say, 
tell us—and your money will 
go back to you like a shot. 

BLUM BROTHERS, 


Philadelphia, Pa. | 








How a Savings Bank Takes Advantage 
of the Occasion in the Grand Rapids, 
Mich., Evening Press. 











Don’t Spend All of 
Your Xmas Money 


for toys and knick-knacks, 

but open a savings account 

for your child as the best 

Christmas gift. We pay in- 

terest. 

THE GRAND RAPIDS 
NATIONAL KANK., 


80-82 Monroe St., 
Grand Rapids,- Mich. 








Straight-From-the-Shoulder 
Talk That Introduces Fur Items and 
Prices in an Ad From the Philadel- 
phia, Pa., Bulletin, 
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in Attractive Presentation of the Credit 
Proposition—From the Binghamton, 


N, Y., Leader. 





ear 
What Credit 
Means at 
Christmas 


Have you ever thought 
that Christmas with all of 
its pleasure and gaiety was 
really “worrying time?” It 
is “worrying time” to the 
majority of people, and all 
of the worrying grows out 
of one question: How shall 
I pay for the things I want 
to. buy? The question _ is 
simple; the answer is sim- 
pler still: “Let Credit Stand 
for Money.” 

The Credit Plan was not 
inaugurated without a defi- 
nite object in view. It is 
simple; it is practical; it is 
appealing to thousands of 
people. Why not you? 

Let Christmas eliminate 
every symptom of care and 
trouble about paying. The 
Credit Plan goes hand in 
hand with a Merry Christ- 
mas. 

There are some sugges- 
tions following that tell of 
practical, useful and_ thor- 
oughly good things for gifts. 
ine price range is merely to 
give you an idea of how 
much you need have 
charged. 

Men’s Department: Men’s 
Fancy Vests, $3 to $5; 
Men’s Winter Overcoats, 
$10 to $25; Men’s Dress 
Shoes, $3.50 to $5; Men’s 
New Hats, $1.50 to $5; 
Joys’ Suits, $2.50 to $8; 
Boys’ Overcoats, $3 to $8. 

Women’s Dc partment: 
Women’s Silk Waists, $3.50 
to $12; Women’s Dress 
Skirts, $3 to $18;- Women’s 
Winter Furs, $2 to $25; 
Women’s Stylish Coats, 
$2.00 to $25!; Children’s 
Coats, $5 to $15; Misses’ 
Suits and Coats, $10 to $15. 


ASKIN & MARINE, 
Binghamton, N. Y. 


Way Throu 
Pa., Daily 
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A Sensible Suggestion—Clipped From 


Philadelphia, Pa., Bulletin. 





Boys’ Shoes 


What better Christmas 
present can you give your 
boy than a pair of shoes— 
or what will tickle him more 
than a pair of gum boots? 

Both are here in a large 
variety of styles and sizes 
at small prices. 

(Items and prices follow- 
ed here.) 


DALSIMER, 
Market St., 
i Philadelphia, Pa, 











This is Decidedly Good—Reasons and 
Prices and Common Sense All the 
, ed ig the Washington, 


eporter, 














Where the Florist Comes into the 
hristmas Celebration —From the 


Bangor, Me., Daily Commercial, 





Very Best Holly 


-fine big branches, fresh 
from the woods of Virginia 
and just what Bangor store- 
keepers and housekeepers 
want for their holiday dec- 
orating. 

What’s your order? 
SEKENGER, 
Conservatories: 32 Newbury 
treet, 
Bangor, Me. 














Splendid Furs for 
Xmas Presents 


The furs’are a necessity 
this season because winter 
coats are not designed in 
such manner as to give pro- 
per protection to the on 

From a collection as large, 
as varied and as carefully 
chosen and reasonably 
priced as ours there will be 
no trouble in selecting what 
each woman wants, 

Let us tell you something 
—just give you a hint of 
prices. 

If you’d see a nice black 
fur collarette spread out in 
our show window that was 
sixty-four inches long and 
of good, generous width in 
the center, you'd never 
guess that it would cost you 
only $1.50 to own it, would 
you? 

Look at that other one. 
It’s a rich brown fur full 
s.ven feet from tip to tip of 
the three tails. Tt has _ silk 
cords and silk frog loops 
and the neck at center is flat 
and wide. You’d be proud 
of it if you didn’t know the 
price, so let us whisper— 


If these are so good, what 
should you expect to get for 
$10 and upwards? Yow will 
not know unless you come 
here and see. will you do 
it? If you can’t come your- 
self, can’t you send some 
one? If he buys a fur that 
you don’t like, just tell us 
about it. We will exchange 
to your. satisfaction, 

here’s all sorts of neck 
furs and muffs—priced up 
to $35 each, 
THE A. B. CALDWELL 
COMPANY, 
Washington, Pa. 









































48 PRINTERS’ INK, 





©©) GOLD MARK PAPERS @o) 








®©) Advertisers value these papers more for the class and re rend 3 their ba npn than for 
d by 


the mere number of copies printed. Among the old chemists gold 


the sign ©.— Webster’s Dictionary. 


» 


Out of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 
per Directory, one hundred and nine are distin; —— from all the others by the so-called gold 


—_ (© ©), the meaning of which is explain 
The charge for advertise: a 


ments entitled to be listed under this heading is 20 cents a line per week, 





WASHINGTON, D. ©. 
THE EVENING STAR (@©), Vedinghen, D.C. 
Reaches 90% of the Washington 


GEORGIA. 

THE MORNING NEWS (@©), Savannah, Ga. 
A good newspaper in every sense; with a well-to- 
do clientele, with many wants and ample means, 
Only morning daily within one hundred miles. 


ILLINOIS. 
TRIBUNE (© ©). Only paper in Cilgage Ze 
ceiving this mark, because TRIBUNE ads ring 
satisfactory results. 


BAKERS’ HELPER, (© ©), Chicago, only “Gold 
Mark” baking journa Oldest, largest, best 
known. Subscribers in every State and ‘er ritory. 


KENTUORY. 

THE COURIER-JOURNAL (© ©), Louisville, 
daily, Sunday and weekly. Not only has 
classand quality of circulation, but also quantity. 
While an old and conservative newspaper it has 
never lacked progressiveness. It was t! the first 

per outside of New York city to introduce the 
Rercenthaler linotype machine. It is carried 
every day of the week on a special t in of its 
own to the heart of the wealthy ‘ Riue-grass 

region,” and has alarger circulation in that 
territory than any other daily. 


MASSACHUSETTS. 
BOSTON EVENING TRANSCRIPT (@0), es! 
lished 1830. The only gold mark daily in Ng 


BOSTON PILOT (O©), every - a Roman 
Catholic. Jas. Jeffrey Roche, editor. 


MINNESOTA, 


THENORTHWESTERN MILLER 


) Minnea _— Minn.; r year. 
mil ing and flot ur trade =¥.. over Tr the ear The 
only “Gold Mark” milling journal (OO). 


NEW YORK, 

THE POST EXPRESS (©). Rochester, N. Y. 
Best advertising medium in this section. 

ENGINEERING NEWS (@@).—The highest tech- 
nical authority in journalism.—Brooklyn Eagle. 

HARDWARE DiALERS’ MAGAZINE. 

In 1903 no issue less than 17,000 (@®). 

D. T, MALLETT, Pub., 253 Broadway, N. Y. 


THE NEW YORK TIMES (@ ©). “Allthe news 


ELECTRICAL WORLD AND ENGINEER © @), 
established 1874; covers foreign and domestic 
electrical purchasers oo. se 


BUFFALO COMMERCIAL ( desirable 
because it always produces satis: Reset results, 


CENTURY MAGAZINE (© ¢ (© ©). There area few 
people in every community who know more 
than all the others. These people read the 
CENTURY MAGAZINE. 


NEW YORK La Ae ©). daily and Sun- 
day. Established conservative, clean 
and up-to-date ak ll yt ers re 
sent intellect and purchasing power toa high. 
grade advertiser. 


Oro. 


CINCINNATI ENQUIRER (©6©). Great—influ- 
ential—of world-wide fame, it advertising 


medium in prosperous Middle West. Rates and 
information supplied by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 

THE PUBLIC LEDGER (©60), the onLY news- 
per admitted into thousands of Philadelphia 
omes. ‘Philadelphia’s landmarks: Independ- 
ence Hall and Public Ledger.” Circulation grow- 
ing faster than for 50 years; leader in Financial, 
tducational, Book, Real Estate, Auction, and all 

other classified adv ertising that counts. 


THE PITTSBURG DISPATCH (@6), Pittsburg, 


Pa. Delivered in more homes in ttsburg t! 
any other two Pittsburg newspapers. 


SOUTH CAROLINA. 


THE STATE (©©), Columbia,,8. C., reaches 
every part of South Carolina, 


VIRGINIA. 
NORFOLK ge tomy 8, ) has quantity as 
well as quality. Goes ee of the ne in 
Norfolk and vicinity. 


WISCONSIN. 
THE MILWAUKEK EVENING WISCONSIN 
(@©), one of the Golden Dozen Newspapers. 


N@VA SCOTIA, CAN. 
THE HALIFAX HERALD (© P args and ae v= 
ING MAIL. Circulation exce ex si 


THE TORONTO GLOBE (co) 


Canada’s fg | RIGHT VERREE, Ne Y "tort 
lew Yor 








that’s fit to print.” Net circulatio: one 
hundred thousand copies daily free of returns. 


and Chicago. LH, circulation exceeds 50 











nently and frequently. 





Considering that the gold marks (0) are 
diligently sought for by publishers and rarely 
bestowed by Rowell’s American Newspaper Di- 
rectory, it would seem that those who enjoy 
their possession would proclaim that fact promi- 
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